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Abstract	
English	This	project	concerns	the	commercial	“Do	it	for	Mom”	belonging	under	the	campaign	“Do	it	for	Denmark”	made	by	Spies	travelling	agency.		Spies	travelling	agency	have	made	it	their	mission	to	promote	vacations	for	a	younger	target	group,	with	the	aim	of	young	people	conceiving	a	child	on	vacation,	thereby	making	mothers	into	grandmothers.		Here,	Spies	offers	“Forældrekøb	Rejser”	–	“Travels	bought	by	parents”	–	so	that	the	parents	of	childless	couples	can	invoke	in	them	a	wish	and	opportunity	to	conceive	a	child	on	vacation.	The	commercial	“Do	it	for	Mom”	thereby	provides	information	on	these	offered	travels,	in	order	for	the	Danish	birth	rate	to	increase,	mothers	to	become	grandmothers	and	secure	their	investment	as	well	as	Spies’	future	clientele.			In	this	project,	the	aim	is	to	investigate	how	a	younger	target	group	-	consisting	of	Danish	as	well	as	international	individuals	–	perceive	this	commercial.	Additionally,	the	aim	is	to	uncover	whether	or	not	Spies	have	had	a	success	with	this	campaign	-	both	concerning	capturing	and	persuading	a	possible	target	group,	as	well	as	selling	more	vacations.		
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Summary:	
Danish	Dette	projekt	omhandler	reklamen	”Do	it	for	Mom”	som	tilhører	kampagnen	”Do	it	for	Denmark”	lanceret	og	udført	af	Spies	Rejsebureau.	Spies	Rejsebureau	har	gjort	det	til	deres	mission	at	promovere	ferier	for	en	yngre	målgruppe;		tanken	bag	er,	at	de	unge	skal	undfange	et	barn	på	ferien	og	dermed	gøre	deres	egne	mødre	til	bedstemødre.		Her	tilbyder	Spies	”Forældrekøbsrejser”	således	at	barnløse	par	derved	får	muligheden	for	at	undfange	et	barn,	mens	de	er	på	ferie.	Reklamen	”Do	it	for	Mom”	tilbyder	derved	information	vedrørende	disse	rejser,	således	at	den	danske	fødselsrate	stiger	og	mødre	kan	blive	bedstemødre	–	derved	sikrer	disse	mødre	deres	investering	i	rejsen	samt	Spies’	fremtidige	kunder.		I	dette	projekt	er	målet	at	undersøge,	hvorledes	en	yngre	demografisk	målgruppe	–	bestående	af	danske	såvel	som	internationale	individer	–	opfatter	denne	reklame.	Ydermere	er	målet	med	denne	opgave	at	undersøge,	om	Spies	har	oplevet	en	finansiel	succes	med	denne	kampagne	–	både	med	hensyn	til	at	”fange”	og	”overtale”	en	mulig	målgruppe	-	og	at	sælge	flere	ferier.		
Italian	Questo	progetto	riguarda	lo	spot	"Fallo	per	la	mamma"	appartenente	all'ambito	della	campagna	"Fallo	per	la	Danimarca"	realizzata	dall’	agenzia	di	viaggi	spies.	Alla	Spies		hanno	reso	la	loro	missione		promuovere	le	vacanze	per	un	target	più	giovane,	il	tutto.	Usando	negli	spot	il	desiderio	delle	madri	di	diventare	nonne.	Quindi,	Spies	offre	"Forældrekøb	Rejser"	-	"I	viaggi	acquistati	dai	genitori"	-	in	modo	che	i	genitori	di	coppie	senza	figli	possono	invocare	in	loro	il	desiderio	e	la	possibilità	di	concepire	un	bambino	in	vacanza.	Lo	spot	"Fallo	per	la	mamma"	fornisce	così	informazioni	su	questi	viaggi	offerti,	in	modo	che	il	tasso	di	nascita	danese		aumenti	e	le	madri	diventino	nonne	e	garantiscano	il	loro	investimento,	nonché	la	clientela	future	Spies.		In	questo	progetto,	l'obiettivo	è	quello	di	indagare	come	un	gruppo	più	giovane	composto	
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demograficamente		da	danesi	così	come	da	individui	internazionali	-	percepiscano	questo	spot.	Inoltre,	l'obiettivo	è	quello	di	scoprire	se	o	non	alla	Spies	hanno	avuto	un	tasso	di	successo	in	seguito	a	questa	campagna	-	sia	per	quanto	riguarda	catturare		e	convincere	un	possibile	target,	così	come	la	vendita	di	più	vacanze.		
Spanish	Este	proyecto	trata	sobre	el	anuncio	‘’Do	it	for	Mom’’	perteneciente	a	la	campaña	‘’Do	it	for	Denmark’’	realizada	por	la	agencia	de	viajes	Spies.	La	agencia	de	viajes	Spies	han	hecho	de	su	misión	el	promover	las	vacaciones	entre	un	publico	objetivo	joven,	con	el	pretexto	de	convertir	a	sus	madres	en	abuelas.	De	este	modo,	Spies	ofrece	‘’	Forældrekøb	Rejser’’	–	‘’	Viajes	pagados	por	padres´´	-		para	que	las	podres	de	parejas	sin	hijos	puedan	provocar	que	estos	conciban	un	hijo	durante	sus	vacaciones.	Este	spot	‘’Do	it	for	mom’’,	muestra	información	sobre	estos	viajes,	con	el	objetivo	de	incrementar	la	tasa	de	natalidad	danesa,	de	que	las	madres	se	conviertan	en	abuelas	y	asegurar	sus	ingresos	así	como	futuros	clientes	para	Spies.	En	este	proyecto	el	objetivo	es	investigar	cómo	un	público	objetivo	de	carácter	joven	y	demográfico	–	tanto	daneses	como	internacionales	–	perciben	este	anuncio.		Adicionalmente,	el	objetivo	es	desvelar		si	la	agencia	Spies	ha	tenido	una	respuesta	exitosa	respecto	a	esta	campaña	,		tanto	alcanzando	y		persuadiendo	a	su	posible	público	objetivo,	como	vendiendo	más	viajes.			
Bulgarian	Този	проект	се	отнася	до	рекламата	“Do	it	for	Mom”,	която	е	част	от	кампанията	“Do	it	for	Denmark”	на	датската	туристическа	агенция	Spies.			Spies	 имат	 мисията	 да	 промоционира	 ваканции	 на	 млади	 хора,	 като	 предлгат	специални	туристически	пакети	Forældrekøb	Rejser	–	“Travels	bought	by	parents”.	Целта	е	родителите	да	 ‘спонсорират’	пътуване	на	техните	 синове	и	дъщери,	като	през	този	период	(holiday)	децата	могат	да	се	 ‘отдадат	на	любов’	и	да	заченат	така	желаното	от	тях	внуче.				
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Рекламата	"Do	it	 for	Mom"	предлага	инфорамция	относно	тези	туристически	пакети,	с	мисия	да	 увели	раждаемостта	 в	Дания,	 “майките	да	 станат	 баби“,	 и	 в	 същното	 време	самата	компания	да	разшири	кръга	на	бъдещите	си	клиенти.			Основната	 задава	 на	 този	 проект	 е	 да	 разбере	 повече	 относно	 изследваната	 целева	група	(	млади	хмъже	и	жени-	датчани	и	такива	с	интернационален	бекграунд),	и	това	как	възприемат	дадената	реклама-"Do	it	for	Mom".	Също	така,	проектът	цели	да	разбере	дали	 Spies	 имат	 успех	 в	 тази	 кампания-	 както	 относно	 това	 дали	 ‘приковават’	вниманието	 на	 таргет	 групата,	 така	 и	 дали	 имат	 увеличение	 в	 продажбите	 на	предлаганите	от	тях	ваканции.				
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Introduction	In	this	dissertation,	the	aim	is	to	explore	and	conclude	on	the	investigations	made	in	the	basis	of	the	commercial	“Do	it	for	Mom”	–	belonging	to	the	campaign	“Do	it	for	Denmark”	made	by	Danish	Travelling	agency	Spies.			This	project	has	a	base	in	the	sparked	interest	in	the	subject	within	the	members	of	this	group.	Originating	from	different	nationalities	and	cultures,	we	found	this	commercial	interesting;	each	group	member	understood	the	commercial	different	from	the	other,	and	the	reception	of	the	commercial	within	the	group	and	its	members	led	to	this	project.	As	we	all	understood	the	commercial	in	different	ways,	we	wanted	to	investigate	how	others	–	both	Danes	and	internationals	alike	–	understand	this	commercial.	Here,	the	interest	in	different	opinions	and	perceptions	of	the	commercial	produced	data,	in	which	this	project	has	been	based	on.			In	connection	to	the	commercial	“Do	it	for	Mom,”	and	investigation	based	on	collected	empirical	data,	will	explore	how	this	commercial	is	viewed	and	perceived	by	a	possible	target	group.		Here,	both	face-to-face	interviews	have	been	conducted,	as	well	as	the	publication	of	an	online	survey.	With	this,	the	aim	is	to	understand	how	a	younger	target	group	from	both	Danish	and	international	decent	view	the	commercial	in	question.	With	this,	the	investigation	will	try	to	uncover	if	the	commercial	actually	has	the	intended	effect	–	both	on	a	younger	Danish	and	international	demographic.		Furthermore,	this	group	quickly	came	to	the	agreement	that,	though	this	commercial	seem	to	consist	of	a	variety	of	messages,	we	saw	the	commercial	as	just	that:	A	commercial	that	is	trying	to	sell	a	product.	Working	with	this	understanding,	the	investigation	in	the	conducted	empirical	data	will	try	to	uncover	whether	the	commercial	in	question	is	actually	a	commercial	made	to	promote	higher	Danish	birth	rates	–	or	if	the	intended	target	group	views	the	commercial	as	a	scheme	in	order	for	Spies	to	sell	more	vacations.						
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In	this,	a	two-part	analysis	of	both	the	face-to-face	interview	answers	as	well	as	the	answers	to	the	electronically	publicised	survey	will	be	conducted.		Before	conducting	the	data	collection,	we	may	assume	that	the	message	'Do	it	for	Mom'	main	function	 of	 the	 message	 is	 to	 'achieve'	 a	 behavior	 change	 on	 individual	 level	 (influencing	young	people	to	start	having	children),	or	on	national	level	(creating	a	debate	about	low	birth	rate	in	Denmark).	We	want	to	investigate	'how	the	message	is	understood,	how	the	ambiguity	arises,	and	how	it	is	resolved.			On	the	basis	of	these	analyses,	a	conclusion	will	be	made.	Here,	the	aim	is	to	understand	whether	or	not	the	commercial	“Do	it	for	Mom”	has	had	and	will	have	the	intended	effect;	for	people	to	have	more	children	–	and,	additionally,	if	Spies	will	be	able	to	sell	more	vacations	with	this	campaign	and	commercials.		 	
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Problem	Formulation	Spies	Travel	Agency	has	created	a	commercial,	urging	young	people	to	travel	and	conceive	a	child	while	on	vacation	–	all	for	the	means	of	“Doing	it	for	Mom.”		However,	how	do	our	target	group	–	consisting	of	Danish	and	International	people	in	the	age	of	20-35	–	perceive	this	commercial?			
Research	Questions	- How	is	the	commercial	“Do	it	for	Mom”	filmed?	- How	do	our	interview	subjects	receive	the	message	of	the	commercial	“Do	it	for	Mom”?		- How	do	our	interview	subjects	understand	the	commercial	“Do	it	for	Mom”?			 	
	 11	
Process	
Week	1	We	started	out	with	the	idea	of	analysing	the	effects	on	a	target	group	of	the	commercial	“Do	it	for	Mom.”	Then	we	decided	that	our	target	group	should	be	young	people,	consisting	of	both	Danish	and	internationals.	Immediately	we	had	different	ideas	on	how	to	collect	our	data,	however	we	decided	to	do	an	online	survey,	sharing	it	online	using	Facebook.	Furthermore,	we	have	also	done	face-to-face	interviews.	In	the	beginning	of	the	project	process,	we	had	the	idea	to	film	the	reactions	of	the	people	we	interviewed.	This	would	be	to	better	understand	what	kind	of	emotive	reactions	the	commercial	had	on	our	target	group.	However,	we	found	ourselves	pressed	for	time,	so	we	decided	to	go	ahead	with	data	collection	in	survey	form	as	well	as	face-to-face	interviews.	In	the	first	week	we	had	some	problems	with	group	meetings,	not	everyone	showed	up	in	time	and	it	was	difficult	to	get	all	together,	because	not	everyone	attended	group	meetings	as	well	as	meeting	with	the	supervisor.		This	resulted	in	a	loss	of	time	for	everyone,	but	the	following	weeks,	we	managed	to	work	in	a	more	coordinated	way	and	to	conclude	all	the	aspects	of	the	project	with	the	collaboration	of	everyone.			
Week	2	After	having	decided	the	research	questions	as	well	as	questions	for	interviews	and	the	survey,	we	shared	it	on	Facebook.	We	began	to	do	the	face-to-face	interviews.		We	had	a	great	results	with	the	Facebook	questionnaire	and	the	interviews	helped	us	to	decide	which	will	be	the	direction	of	our	research	and	the	perception	young	people	has	of	the	commercial.			
Week	3	During	week	3	the	project	began	to	come	together.	More	aspects	of	the	project	–	such	as	an	elaboration	on	Simon	Spies	and	summaries	representing	the	nationalities	of	the	group	members,	came	into	place.	
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Week	4	During	week	4	we	had	a	last	meeting	with	our	supervisor.	Here,	we	were	given	feedback	on	the	final	project.	Few	alterations	had	to	be	made	within	the	project.	The	project	was	handed	in	two	days	before	the	deadline.						
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Theories	In	 this	 part	 of	 the	 project	we	 introduce	 different	 communication	 approaches	 that	 could	 be	applied	 in	relation	to	our	 interview	analysis.	We	explain	why	these	approaches	are	selected	particularly,	 and	 how	 they	 are	 relevant	 to	 ‘Do	 it	 for	Mom’	 campaign.	 For	 this	 purpose,	we	focus	 on:	 Cultural	 Sensitivity	 approach,	 Sense-Making	 approach,	 and	 Strategic	Communication.	
Culture	sensitivity	approach		In	 the	 cultural	 sensitivity	 approach	 (Dutta, “Communicating About Culture and Health: 
Theorizing Culture-Centered and Cultural Sensitivity Approaches”. Communication Theory. Vol. 
17, 2007)	culture	is	conceptualized	as	a	collection	of	shared	values,	beliefs,	and	practices	that	are	 contained	 within	 a	 clearly	 defined	 community.	 These	 values	 and	 beliefs	 are	conceptualized	 as	 variables,	 and	 the	 goal	 of	 the	 communicator	 is	 to	 identify	 the	underlying	cultural	dimensions	that	may	be	incorporated	into	the	delivery	of	specific	message.	Research	using	 the	 culturally	 sensitivity	 approach	 seeks	 to	 figure	 out	 the	 most	 important	characteristics	of	a	culture	that	would	lead	to	the	development	of	successful	messages.	(Dutta, 
“Communicating About Culture and Health: Theorizing Culture-Centered and Cultural Sensitivity 
Approaches”. Communication Theory. Vol. 17, 2007)	 Thus,	 a	 successful	 culturally	 sensitive	intervention	utilizes	messages	that	take	the	culture	into	account	and	hence	is	more	likely	to	lead	 to	 behavioral	 change.	 (Dutta, “Communicating About Culture and Health: Theorizing 
Culture-Centered and Cultural Sensitivity Approaches”. Communication Theory. Vol. 17, 2007)	In	other	 words,	 the	 knowledge	 of	 cultures	 may	 be	 deployed	 toward	 the	 goals	 of	 enabling	behavior	 changes	 in	 the	 population	 as	 seen	 fit	 by	 the	 message	 developer	 (thus	 making	communication	 effective).	 The	 understanding	 of	 norms,	 benefits,	 images,	 and	 symbols	 is	harnessed	 toward	 the	 creation	 of	 a	 more	 effective	 message.	 (Dutta, “Communicating About 
Culture and Health: Theorizing Culture-Centered and Cultural Sensitivity Approaches”. 
Communication Theory. Vol. 17, 2007)			In	our	paper,	the	Cultural	sensitive	approach	is	used	because	of	the	need	to	understand	better	the	variety	of	cultural	beliefs	of	the	different	interviewees,	and	how	these	beliefs	‘shape’	their	understanding	 about	 the	 message	 ‘Do	 it	 for	 Mom’	 on	 cultural,	 social	 or	 traditional	 level	(understanding	 norms	 and	 customs).	 This	 approach	 might	 help	 us	 to	 clear	 out	 possible	
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hypothesis	 such	 as:	 (1)	 Message	 is	 awkward/	 inappropriate	 (does	 not	 make	 sense	 to	 the	selected	 audience);	 	(2)	 Message	 is	 humoristic	 but	 same	 time	 concerns	 too	 personal	 issue	(when	and	how	to	plan	having	children)	which	could	be	sensitive	to	discussed;	(3)	Message	‘creates’	pressure	effect	on	the	audience	(instead	of	motivating	them,	 it	could	have	negative	effect	and	make	them	feel	under	pressure	–	being	urgent	to	become	parents	when	they	feel	not	 ready	 for	 taking	 this	 step);	 (4)	 Message	 may	 create	 a	 tension	 between	 wannabe	grandmothers	and	grandfather	and	their	children;	(5)	Message	‘Do	it	for	Mom’	is	understood	more	 like	 ‘an	obligation	 to	 satisfy	parents’	wishes	and	helping	 ‘solving’	Denmark’s	problem	with	low	birth	rate,	instead	of	do	it	for	yourself	and	your	own	happiness.		
Sense-Мaking	apprоach	In	most	 general	 sense,	Brenda	Dervin	defines	 sense-making	 (which	 is	 the	 focus	 of	 study	 in	Sense-	 Making	 approach)	 as	 a	 behavior,	 both	 internal	 (i.e.	 cognitive)	 and	 external	 (i.e.	procedural)	which	'allows	the	individual	to	construct	and	design	his/her	movement	through	time-space.'	 (Dervin, 2005)	 Sense-making	 behavior,	 thus,	 is	 perceived	 as	 a	 communicating	behavior.	 (Dervin, 2005)	 The	 term	 "Sense-Making"	 relates	 to	 the	 idea	how	people	 construct	information	needs	and	uses	for	information	in	the	process	of	sense-making.	This	approach	is	central	to	different	communication	situation	(interpersonal,	mass,	cross	cultural,	societal,	and	international)	and	therefore	it's	highly	applicable.	(Dervin, 2005)	Sense-making	assumes	that	all	 information	 is	 subjective,	 and	 it's	 product	 of	 human	 observation	 rather	 than	 existing	independently.	 (Dervin, 2005)	 In	 this	 relation,	 Sense-Мaking	 approach	 focuses	 on	understanding	 how	 individuals	 use	 the	 observation	 of	 own	 or	 others	 observations	 to	construct	their	reality	and	guide	their	behaviors.	(Dervin, 2005)		Current	model	used	in	Sense-making	approach	is:	SITUATIONS-	GAPS-	USES.	Situations	refer	to	time	and	space	context;	Gaps	are	seen	'as	needing	bridging'	for	the	people	to	'construct'	a	sense;	and	Uses	to	which	the	individual	'puts	newly	created	sense,	translated	in	most	studies	as	 information	 helps	 and	 hurts.	 (Dervin, 2005)	 The	 figure	 below	 (Dervin, 2005)	 shows	 the	central	metaphor	of	the	Sense-Making	methodology:	“Sense-Making	 mandates	 that	 communicating	 be	 conceptualized	 as	 gap	 bridging	 ...	 as	 a	mandate	 of	 the	 human	 condition.	 Each	 new	 moment	 in	 time-space	 requires	 another	 gap-bridging	 step	 regardless	 of	 whether	 that	 step	 is	 manifested	 as	 habitual	 and	 unconscious;	
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capricious	 and	 accidental;	 or	 invented	 and	 planned.	 Gap-bridging	 is	 posited	 as	 potentially	changeable	 across	 time-space	 but	 in	 given	 time-space	 moments,	 anchored	 in	 particular	situational	 conditions	 with	 particular	 structural	 arrangements,	 experiential	 horizons,	 and	flows	of	power/energy.	As	a	person	moves	from	time-space	moment	to	time-space	moment,	gap-bridging	 is	 seen	 as	 both	 potentially	 responsive	 and	 potentially	 impervious	 to	 changing	conditions.”	(Dervin, 2005)	 		 	In	our	paper,	we	use	Sense-making	approach	in	order	to	give	a	voice	to	our	target	group	.	By	conducting	 interviews	with	 individuals	 from	Danish	or	 international	background,	we	expect	to	 achieve	 better	 understanding	 of	 how	 our	 target	 group	 'perceive'	 the	message	 'Do	 it	 for	Mom',	and	to	what	extent	it	makes	sense	to	them.			Applying	 Sense-making	 approach	 could	 be	 beneficial	 for	 understanding	 interviewees':	Situation,	 Bridge,	 Verbings	 and	 	Gaps	 .	 By	 using	 this	 particular	 approach	we	 expect	 to	 find	more	 information	about	our	 interviewee's	 attitudes,	 beliefs	 and	values,	 since	 they	are	 from	different	 cultural	backgrounds	and	we	predict	 that	 the	message	would	make	sense	 to	 them	differently	(on	cultural	or	individual	level).	Exploring	the	Verbings	(sense-making	and	sense-unmaking)	 and	 possible	 Gaps	 (confusion)	 are	 the	 other	 two	 elements	 that	 we	 want	 to	investigate	in	our	paper.		Specific	 questions	 in	 relation	 to	 Sense-making	Methodology	 (Dervin, 2005)	 and	 particularly	Bridge	and	Verbings	are	included	in	our	interview	sample:	What	do	you	think	this	commercial	is	about?;	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?;	How	would	you	react	 to	this	kind	of	vacation	 if	your	parents	offered	 it	 to	you?,	and	ect.		
Strategic	communication	Central	to	the	strategic	communication	approach	is	the	idea	of	influence	(Hallahan K. D., 2007)	is	seen	as	an	attempt	by	a	sender	to	produce	a	predefined	attitudinal	change	in	the	receiver.	
(Hallahan K. D., 2007)	 On	 the	 other	 hand,	 strategic	 communication	 is	 about	 the	 process	 of	meaning	 creation.	 (Hallahan K. D., 2007)	 The	 meaning	 creation	 explains	 more	 about	 how	people	 create	meaning	 of	 particular	message	 psychologically,	 sociologically,	 and	 culturally.	The	meaning	creation	also	explore:	“How	the	message	is	understood,	how	the	ambiguity	arises,	
and	how	it	is	resolved.”	(Hallahan K. D., 2007)	According	to	Rosenborg,	meaning	is	“The	whole	
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way	 in	 which	 we	 understand,	 explain,	 feel	 about	 and	 react	 towards	 a	 given	 phenomenon.”	
(Hallahan K. D., 2007)	It	can	have	two	dimension-denotation	and	connotation.	(Hallahan K. D., 
2007)	A	denotative	meaning	refers	to	the	meaning	of	a	word,	while	the	connotative	meaning	is	rather	 associated	with	 “All	personal	 feelings	and	 subjective	associations	 related	 to	a	 symbol.”	
(Hallahan K. D., 2007)	The	strategic	communication	research	has	to	refer	to	both	dimensions	of	meaning	in	order	to	be	effective.			The	main	 idea	of	Strategic	Communication	being	effective	 tool	 is	 to	 influence	specific	 target	group	with	 the	 idea	of	 creating	a	 change.	That's	why	 for	our	project	we	chose	 to	apply	not	only	 Culture-sensitivity	 and	 Sense-making	 approaches,	 but	 also	 Strategic	 Communication	approach.	 By	 applying	 the	 Strategic	 Communication	 approach,	 we	 want	 to	 know	 how	 the	message	'Do	it	for	Mom'	is	perceived	psychologically,	socially,	and	culturally.	In	other	words,	what	kind	of	meaning	of	whom	 is	created	by	whom	and	what	 implication	does	 this	have	 in	terms	of	interpreting	the	communication	campaign	'Do	it	for	Mom'.		
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Overview	of	Simon	Spies	Simon	Spies,	the	king	of	Scandinavian	travels	made	his	millions	flying	Danes	to	Spain.		He	was	 a	 gifted	 businessman,	 and	working	 from	 a	morality	 standpoint	 of	 “Bad	 publicity	 is	better	 than	no	publicity,”	he	quickly	became	a	 famous	 face	 in	 the	Danish	media.	Known	not	only	of	his	travel	agency,	but	perhaps	even	more	so	by	his	lavish	lifestyle,	Spies	lived	the	life	of	a	 rock	 star	 with	 women,	 money	 and	 press	 surrounding	 him	 twenty-four	 seven.	 (CPHPost,	2013)		Born	 on	 September	 1st,	 1921,	 Simon	 Spies	 grew	 to	 become	 an	 avid	 student	 and	 later	businessman.	(Spies,	Spies.dk)	The	idea	for	a	travelling	agency	arrived	to	Spies	when	he,	on	vacation,	stranded	with	no	money	on	Mallorca,	lured	Danish	tourist	into	a	Danish	restaurant.	From	there	on,	things	speeded	up,	and	in	1956,	the	first	advertisement	for	his	travel	agency	Spies	was	 in	 the	paper.	The	company	grew	–	as	well	as	his	soon-to-be	extravagant	 lifestyle.	(Spies,	Spies.dk)		Spies	 were	 a	 man	 of	 the	 people	 –	 and	 soon	 became	 a	 living	 advertisement	 for	 his	 travel	agency.	With	 every	 scandal	 Spies	 produced,	 his	 travel	 ticket	 sale	 grew	 positively.	 Known	 for	 an	eccentric	personality,	Spies	often	dressed	in	Leopard	and	Sable	fur	coats,	surrounded	himself	with	 very	 young	 girls	 and	 had	 a	 car	 for	 every	 day	 of	 the	 week,	 Spies	 quickly	 became	 the	Danish	 response	 to	 "The	American	Dream.”	 (Spies,	 Spies.dk)	Living	 the	 life	 that	Danes	only	dreamt	of,	Spies’	 lifestyle	was	often	portrayed	 in	 the	media.	Fitting	to	his	“rock	star	status,”	Spies	 was	 surrounded	 by	 beautiful	 women	 around	 the	 clock.	 These	 young	 and	 beautiful	women	quickly	gained	media	buzz,	as	they	were	referred	to	as	his	“Morgenbolledamer”	-	very	loosely	translated	as	the	morning	sex	ladies.	(Spies,	Spies.dk)	Furthermore,	Spies’	popularity	only	 grew	 stronger	with	 provocative	 scandals.	 At	 the	 age	 of	 61,	 Spies	 in	 1983	wed	 the	20-year-old	travel	assistant,	 Janni	Brodersen.	(CPHPost,	2013)	When	Spies,	a	year	 later,	died	of	liver	decease,	 the	young	Brodersen	 inherited	all	 of	 Simon	Spies’	 assets	–	 including	 the	now	multimillion	kroner	travel	agency.	(CPHPost,	2013)				
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“Do	it	for	Mom”	commercial	overview	The	commercial	“Do	it	for	Mom”	has	been	made	by	Spies	Travelling	Agency.	Here,	seemingly	the	aim	of	the	campaign	is	to	increase	the	Danish	birth	rates	by	going	on	vacation	and	conceiving	a	child	–	do	it	for	mom,	so	that	she	can	be	a	grandmother.		The	commercial	opens	up	with	a	blond	woman	lying	down,	seductively	smiling,	while	the	speaker	announces:	“You	cannot	buy	love…	Or	can	you?”	(Spies, Spies - Do it for Mom, 2016)	The	speaker	then	announces	that	the	Danish	welfare	system	is	under	pressure,	being	that	not	enough	children	are	born.	We	then	see	a	lonely	grandmother	sitting	on	a	bench,	while	statistic	of	birth	rates	flash	across	the	screen.	This	is,	according	to	the	speaker,	a	problem	that	concerns	us	all.	Then,	the	lonely	grandmother	watches	yet	another	grandmother,	feeding	ducks	with	her	grandchild.	The	speaker	tells	the	viewer	that	the	before	mentioned	problem	concerns	us	all,	though	mostly	the	ones	–	potential	grandmothers	–	who	will	never	feel	the	joy	of	having	their	own	grand	child.		Images	of	a	child	learning	to	walk,	then	later	to	ride	a	bike	and	finally	learning	how	to	read	are	accompanied	by	the	speakers’	voice,	now	speaking	to	the	potential	grandmother,	saying	that	she	was	there	for	her	son	in	all	of	those	events.	Then,	images	of	a	young	couple	having	intercourse	are	shown,	while	the	potential	grandmother	to-be	unhooks	the	girlfriend’s	bra,	her	son	screaming	in	awkwardness,	are	accompanied	by	the	speaker	saying:	“But	when	it	comes	to	making	grandchildren	it	might	be	a	bit	awkward	to	help	out.”	(Spies, Spies - Do it for 
Mom, 2016)		Then,	the	speaker	–	speaking	to	the	potential	grandmother	to-be	–	comfortably	comforts	her,	saying	that	it	might	not	be	to	late,	and	that	“they”	–	Spies	–	“[…]	may	have	the	solution.”	(Spies, 
Spies - Do it for Mom, 2016)		New	images	emerge	on	the	screen.	Now	in	a	new	tropical	environment,	a	young	woman	emerges	wet	from	a	pool,	while	her	boyfriend	seductively	laughs	at	her.	A	cleverly	placed	graph	shows	information	on	sexual	activity	while	on	holiday,	while	the	speaker	announces	that	couples	have	more	sex	during	a	sunny	vacation	–	compared	to	other	kinds	of	vacations.	
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Here,	an	image	of	the	same	couple	is	shown;	the	two	of	them	sitting	freezing	in	rainy	and	stormy	weather	on	a	camping	vacation.		Images	of	the	before	mentioned	tropical	and	sunny	vacation	location	are	shown,	while	the	young	couple	perform	various	sports	activities.	Meanwhile,	the	speaker	informs	that	working	out	with	your	partner	actively	increases	the	sexual	drive,	since	endorphins	are	released	in	the	brain.	Here,	a	computer-generated	“see-through”	human	body	is	seen	realising	the	said	endorphins.		“You	sweat,	your	heart	beats	faster	and	you	loose	your	breath”	the	speaker	announces,	while	the	young	woman	shakes	her	body	during	a	workout	and	her	male	partner	happily	watches.	Various	scenes	of	the	couple	actively	working	out	are	shown,	while	the	speaker	announces	that	these	bodily	feelings	are	“Symptoms	we	know	from	being	in	love	and	feeling	aroused.”	
(Spies, Spies - Do it for Mom, 2016)		The	speaker	continues	explaining	these	bodily	functions,	why	the	camera	focuses	on	the	male	taking	a	shower	and	later	jumping	into	the	pool	–	as	seen	from	an	angle	of	the	woman’s	spread	legs.	“All	things	that	increase	the	sex	drive	and	thus	chances	of	conception”	the	speaker	says,	while	the	woman	breathes	heavily	and	the	couple	is	shown	rolling	off	each	other.	(Spies, Spies - Do it for Mom, 2016)	The	commercial	then	takes	the	viewer	back	to	the	lonely	potential	grandmother	to-be,	sitting	alone	on	her	couch	looking	in	photo	albums:	“So	if	you	really	have	become	grandma-broody	we	now	offer	Spies’	Parent	Purchase”	says	the	speaker,	while	the	grandmother	to-be	looks	happy.	(Spies, Spies - Do it for Mom, 2016)		Finally,	we	are	shown	the	commercial’s	selling	point,	as	the	words	“Spies	Forældrekøb”	shows	on	screen	while	a	stork	carrying	a	baby	flies	by:	“Send	your	child	on	an	active	holiday	and	get	a	grandchild	within	nine	months”	the	speaker	says.	(Spies, Spies - Do it for Mom, 2016)	The	speaker	then	informs	the	viewer	that	she	can	contribute	or	donate	money	to	her	child’s	vacation,	and	by	that	show	how	much	she	want’s	to	be	a	grandmother.	“Spies	will	give	an	activity	package	and	a	1.000	DKK	discount	to	secure	your	investment	and	our	future	business”	the	speaker	says,	while	a	tray	of	champagne,	protein	bars	and	massage	oils	are	shown	on	screen	–	followed	by	condoms	spewed	on	a	grill	stick.	(Spies, Spies - Do it for Mom, 
2016)			
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A	new	set	is	shown,	a	new	mother	opens	a	door	to	a	seemingly	nerdy	young	man,	sitting	alone	on	a	couch	and	pushing	a	roll	of	toilet	paper	out	of	the	way:	“But	what	if	your	child	isn’t	the	biggest	team	player?	–	But	clearly	has	the	skills.”	the	speaker	says,	while	the	camera	shows	the	mother	with	a	disapproving	look	on	her	face.	(Spies, Spies - Do it for Mom, 2016)	The	young	man	is	then	shown	in	the	airport,	boarding	a	plane	while	the	mother	waves	goodbye.	“Maybe	it’s	time	to	be	a	little	proactive	–	You	never	know	what	an	active	holiday	might	lead	to”	the	speaker	says,	while	the	young	man	is	now	shown	on	vacation,	smiling	at	another	young	woman	who	appears	to	be	alone	of	holiday	as	well.			A	plane	is	seen	flying	away	from	the	airport	while	a	hoard	of	potential	grandmothers	to-be	is	shown	waving	goodbye	to	their	children.	The	speaker	energetically	says:	“So	let’s	join	forces	and	give	the	world	more	grandchildren.”	(Spies, Spies - Do it for Mom, 2016)	He	continues:	“If	they	won’t	do	it	for	their	country,	surely	they	will	do	it	for	their	mother.”		A	final	shot	is	shown	of	a	purple	pink	sunset,	a	grandmother	hugs	her	grandchild	and	these	words	are	shown	on	screen,	read	by	the	speaker:	“Do	it	for	Denmark.	Do	it	for	Mom.”		The	screen	turns	black.	The	speaker’s	final	words	read	the	following	sentence	very	quickly:	“[Delivery	within	nine	months	not	guaranteed]”	(Spies, Spies - Do it for Mom, 2016)			The	commercial	can	be	viewed	in	different	ways	with	a	variety	of	opinions	on	the	matter.		With	a	focus	on	how	the	intended	target	group	will	perceive	and	view	this	commercial,	the	empirical	data	will	conduct	an	investigation	in	this.	With	both	Danish	and	international	interviewees,	the	investigation	is	expected	to	show	different	views	and	understandings	of	the	commercial.	However,	it	is	–	to	some	extend	–	expected	that	the	Danish	target	group	will,	generally,	receive	the	commercial	in	question	more	openly,	whereas	the	international	target	group	is	somewhat	harder	to	predict.	This	is	due	to	the	fact	that	the	international	target	group	is	larger	and	varies	in	nationalities.	However,	before	conducting	the	empirical	data,	the	general	expectation	is	that	an	international	target	group	will,	to	some	degree,	find	this	commercial	somewhat	offensive.			 	
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Overview	of	empirical	data	The	first	step	to	start	our	research	was	getting	our	empirical	data.	We	discussed	on	the	different	methods	that	we	could	use	to	get	that	information.	Our	goal	was	to	reach	young	people	(20	to	35	years	old),	and	see	their	impressions	about	the	commercial	‘’Do	it	for	Mom’’.	We	decided	to	use	two	methods:		In	our	research,	we	made	an	online	survey.	Here,	the	intent	was	to	collect	as	many	answers	as	possible	–	from	as	many	nationalities	as	possible.	The	survey	was	created	online	and	shared	via	different	social	networks	and	portals.	The	designed	survey	contained	some	general	questions	such	as	gender,	age,	nationality,	and	the	possibility	of	having	children	in	a	near	future.	We	wanted	to	see	how	these	variables	affected	the	responses	of	our	target	group.	After	seeing	the	commercial,	they	had	to	answer	more	concrete	questions	related	to	the	message	from	the	video.	The	complete	survey	contents	can	be	viewed	in	the	appendix.		We	decided	to	share	the	survey	through	social	media;	we	considered	that	it	was	the	best	way	to	reach	a	bigger	amount	of	participants,	also	considering	that	our	target	group	contains	very	active	social	media	users,	being	a	younger	demographic.	This	way	we	could	also	get	them	to	see	the	commercial	very	easily,	including	it	in	the	survey	itself.	We	kept	the	survey	on	the	Internet	for	one	complete	week	to	get	as	many	participants	as	possible.			As	an	additional	method,	we	also	did	some	personal	face-to-face	interviews.	In	the	search	for	possible	answers	to	our	Problem	Formulation	and	correlated	research	questions,	we	sought	out	to	investigate	our	problems	through	empirical	data.	Here,	we	conducted	both	face-to-face	interview	as	well	as	a	survey.	These	interviews	contained	more	extended	questions	than	in	the	survey.	Different	ways	of	conducting	these	interviews	were	set	up;	some	interviews	were	done	in	casual	surroundings	–	such	as	dorm	rooms	–	while	other	interviews	were	conducted	by	going	from	door	to	door	at	an	apartment	complex.	In	general,	the	face-to-face	interviews	were	conducted	under	–	more	or	less	–	casual	surroundings,	reaching	the	interviewees	in	an	environment	where	they	felt	comfortable.	In	addition,	this	style	of	conducting	the	face-to-face	interviews	also	provided	the	
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interviewer	and	interviewee	with	the	opportunity	for	a	longer	and,	somewhat,	more	casual	conversation.		In	this,	the	goal	was	to	get	more	complete	and	descriptive	answers	from	the	participants,	while	at	the	same	time	see	their	reactions	while	watching	the	commercial.	We	tried	to	interview	people	from	different	cultures	to	see	how	this	aspect	affects	the	perception	of	the	message.	We	would	ask	questions	about	how	they	feel	about	the	commercial;	funny,	shocked,	awkward?	We	also	wanted	to	know	how	they	would	feel	if	this	situation	would	happen	to	them	in	real	life,	but	especially	what	they	think	that	the	commercial	is	trying	to	get	with	this	message	and	if	it	is	actually	effective	on	them.	
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Analysis	of	Interviews	In	this	section,	the	focus	will	be	on	the	conducted	face-to-face	interviews	and	a	thorough	analysis	of	these,	as	this	will	provide	an	insight	to	how	the	commercial	campaign	“Do	it	for	Mom”	is	received	by	the	audience	–	and,	additionally,	how	the	audience	perceive	the	messages	and	possible	sub-messages/hidden	messages	within	the	commercial	and	campaign.	The	forthcoming	analysis	of	the	interview	answers	will	be	conducted	with	a	base	in	the	theories	of	Strategic	Communication,	defined	by	Hallahan	et.	Al.		By	analysing	the	answers	to	our	interview	questions,	a	clearer	understanding	of	the	intend	behind	the	commercial	contra	the	reception	of	the	commercial	will,	hopefully,	aid	to	paint	a	clearer	picture	of	the	actual	reception	by	the	target	audience.	Furthermore,	the	interview	questions	and	correlated	analysis	of	these	will	provide	insights	into	the	understandings	of	this	commercial	campaign,	and	if	Spies	has	managed	to	capture	the	target	group	–	Danish	as	well	as	international.				Conducted	interviews:		In	the	search	for	answers,	8	face-to-face	interviews	were	conducted.	These	interviews	were	either	recorded	and/or	written	down	by	either	the	interviewer	or	the	interviewed.	It	is	important	to	note	that	the	participants	differ	in	cultural	backgrounds.	Interviewees	were	found	in	a	variety	of	places	such	as	international	dormitories	as	well	as	apartment	complexes	and	houses	around	Sjælland.	Therefore	it	should	be	noted	that	the	answers	given	consists	of	a	variety	of	different	cultural	members	of	Danish	society,	though	the	majority	are	university	students.	By	interviewing	a	majority	of	university	students,	the	expected	target	group	of	the	commercial	is	hereby	also	reached.			
Interview	Number	1	In	Interview	number	1,	the	interviewee	is	a	Danish	male,	age	27.		Upon	viewing	the	commercial	in	question,	he	answers	that	the	commercial	is	unusual	and	stands	out	–	both	in	length	and	message.	(Interview	N.	1.,	2016)	Though	he	feels	that	the	commercial	has	a	humoristic	side	to	it,	he	also	expresses	concerns	over	such	a	commercial	and	campaign,	saying:	“[I	am]	Really	concerned.	If	people	are	willing	to	accept	offers	regarding	
vacations	with	the	promise	to	satisfy	their	mom	with	a	baby,	I	think	we	have	a	‘whole	‘nother’	
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problem!”	(Interview	N.	1.,	2016)	Interviewee	Number	1	is	single,	has	no	children	and	does	not	wish	for	any	in	a	near	future.	When	asked	how	he	would	react	to	his	parents	offering	him	such	a	vacation,	he	answers:	“I	would	be	very	offended.	They	shouldn’t	force	me	into	having	a	
baby	–	certainly	not	this	way!”	(Interview	N.	1.,	2016)		Here,	Interviewee	Number	1’s	Danish	cultural	background	suggests	that	he	views	the	commercial	in	question	as	both	light-hearted	and	entertaining,	however	with	a	potentially	offensive	request	of	one	having	children	for	the	sake	of	their	own	parents.	His	answers	suggest	that	he	is	not	offended	by	the	(Danish)	humour	in	the	commercial,	rather	the	intend	behind	the	message.	When	asked	what	he	thinks	the	commercial	has	a	“hidden	agenda”	he	answers:	“I	think	the	agenda	of	this	commercial	is	to	make	money	–	whether	that	agenda	is	
hidden	or	not	I	don’t	know,	but	the	main	purpose	of	a	commercial	is	to	make	potential	customers	
buy	a	product…”	(Interview	N.	1.,	2016)	He	continues:	“You	can’t	say	no	to	a	good	offer,	and	it	is	
not	a	demand	to	go	get	pregnant.	I	think	the	majority	of	people	focus	on	the	first	thing.	Well,	I	
don’t	think	that	this	commercial	has	been	well	received,	but	it	has	maybe,	on	the	other	hand,	
started	a	debate	followed	by	public	coverage	and	interest.	And	a	bad	reputation	is	after	all	
better	than	no	reputation	at	all.”	(Interview	N.	1.,	2016)	
	
Interview	Number	2	In	Interview	Number	2,	the	interviewed	subject	is	a	20-year-old	Danish	male.	He	is	currently	in	a	relationship,	but	does	not	have	and	do	not	want	children	for	at	least	two	more	years.	When	asked	what	he	thinks	this	commercial	is	about,	he	answers:	“At	first	I	thought	it	was	a	
condom	advertisement.	[…]	It	is	very	different,	and	it	looked	like	a	hooker	in	the	beginning	with	
the	“you	can’t	buy	love”.”	He	continues:	“I	actually	thought	it	was	a	joke,	that	someone	made	
about	Spies,	but	I	realized	that	it	wasn’t.“	(Interview	N.	2.,	2016)		When	asked	whether	or	not	he	feels	that	this	commercial	stands	out	from	others	like	it,	he	answers:	“There	is	much	more	statistic	within	it,	and	it	is	very	factual.	[…]	It	is	a	lot	longer	than	
a	normal	commercial.	And	they	try	to	be	humoristic	–	some	would			think	it	is	funny,	others	
won’t.	It	stands	out.“	(Interview	N.	2.,	2016)	Here,	we	see	that	the	commercial	–	to	some	extend	–	confuses	the	interviewed	subject:	At	first	glance	he	perceives	the	commercial	as	a	confusing	joke	and,	furthermore,	the	fact	that	the	commercial	is	both	more	“factual”	and	longer	than	other	commercials,	shows	that,	to	the	interviewed,	the	commercial	stands	out.		
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Additionally,	Interviewee	Number	2	finds	this	commercial	provocative	and	insensitive:	“It	is	
quite	provoking.”	[…]	”[The	commercial	touches]	upon	a	such	sensitive	area	as	kids	and	
grandkids.	Some	people	can’t	have	children	–	for	various	reasons,	and	they	might	feel	very	sad	
about	this	commercial.	It’s	might	be	exceeding	some	peoples	boundaries.”	(Interview	N.	2.,	2016)	Finally,	when	asked	if	he	thinks	that	this	commercial	has	created	a	financial	gain	for	Spies,	he	answers:	“I	can’t	imagine.”	[…]	“At	least	they	created	a	debate.”	(Interview	N.	2.,	2016)	
	
Interview	Number	3	Interviewee	Number	3	is	a	28-year-old	married	female	of	Iraqi	decent.	She	has	no	children,	and	does	not	wish	for	any	–	at	least	not	for	5	more	years.		When	asked	how	she	perceive	the	commercial,	she	answers	that	she	had	–	prior	to	the	conducted	interview	–	seen	the	commercial	before:	“I	got	really	confused	when	I	watched	for	
the	first	time.”	(Interview	N.	3.,	2016)	She	also	states	that	if	her	parents	offered	this	form	of	vacation	to	her,	she	would	be	happy	to	do	it.	(Interview	N.	3.,	2016)	In	this	statement,	she	differs	from	the	prior	two	interviewed	subjects;	where	the	Danish	interviewees	thought	it	uncomfortable	and	“none	of	their	parents’	business”	to	interfere	with	their	sex	life,	Interviewee	Number	3	is	the	first	to	admit	that	she	would	accept	this	kind	of	vacation.		Additionally,	in	the	interview,	she	shares	her	outlook	on	the	message	of	the	commercial:	“[…]	
it	tells	a	message	that	people	stopped	having	kids,	because	of	the	economic	problems,	but	now	it	
is	time	again	for	the	'Baby	boom',	which	means:	DO	IT	NOW,	BUT	NOT	FOR	YOU	BUT	for	others	
happiness.”	(Interview	N.	3.,	2016)		
	
Interview	Number	4	Interviewee	Number	4	is	a	Danish	single	woman	of	21.	She	has	no	children,	but	might	want	some	in	the	future.		Prior	to	this	interview,	she	had	been	made	aware	of	the	commercial,	and	when	asked	if	she	thinks	that	it	stands	out	from	other	commercials,	she	answers:	“Yes,	because	it	is	funny.	It	is	
very	Danish,	and	a	bit	over	the	line	at	times,	but	you	remember	it.	It	is	fun.”	(Interview	N.	4.,	2016)	She	continues:	“[It	makes	me	feel]	Happy,	but	it	also	makes	me	think	about	the	
decreasing	birth	rates	that	we	have.	Who	are	going	to	look	out	for	us,	when	we	get	older?	But	I	
think	it	is	funny	so	of	course	it	makes	me	happy.”	(Interview	N.	4.,	2016)		
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When	asked	if	she	thinks	that	the	commercial	has	a	hidden	agenda,	she	replies	that	it	about	selling	holidays	–	“It	is	pretty	out	in	open	and	obvious.”	(Interview	N.	4.,	2016)	Following	up,	she	voices	her	opinion	on	the	subject	of	the	commercial	creating	a	financial	gain	for	Spies,	saying:	“Maybe?	There	is	probably	someone	that	would	find	it	funny,	and	that	would	buy	a	
holiday,	but	I	think	most	people	just	watch	it,	and	laugh.	And	that’s	it,	but	of	course	they	might	
have.”	(Interview	N.	4.,	2016)		Interviewing	subject	Number	4,	it	is	clearly	shown	that	the	commercial,	to	her,	is	both	humorous,	provocative	and	thought	provoking.	Interviewee	Number	4	raises	questions	about	the	conditions	of	the	Danish	birth	rates	–	something,	which	no	interviewee	has	yet	done.	In	this,	it	can	be	argued	that	Spies’	message	of	“Doing	it	for	Mom”	has	actually,	for	Interviewee	Number	4,	provoked	some	insights	into	the	current	state	of	society.		
	
Interview	Number	5	Interviewee	Number	5	is	a	33	year-old	Male	of	Lithuanian	decent.	He	is	married	and	has	one	child,	but	does	not	wish	to	have	any	more.		Though	he	finds	the	commercial	to	promote	Spies	and	their	travels,	he	would	react	positively	if	this	kind	of	vacation	was	offered	to	him	by	his	parents.	(Interview	N.	5.,	2016)	Furthermore,	he	feels	that	the	commercial	is	an	“[…]	Original	idea”	and	that	it	“[…]	Appeals	to	a	real	life	
problem.”	(Interview	N.	5.,	2016)	He	does	not	feel	that	the	commercial	is	provocative,	nor	does	he	think	that	it	has	a	hidden	agenda.	However,	when	asked	if	he	thinks	that	Spies	had	had	a	financial	gain	from	the	commercial,	he	answers:	“I	hope	it	did,	because	it	is	good.”	(Interview	N.	5.,	2016)	Though	his	answers	were	short,	Interviewee	Number	5	was	very	positive	in	regards	to	this	commercial:	When	watching	it,	he	was	laughing	and	reacting	positively	to	the	commercial.	After	the	conducted	interview,	he	asked	where	he	could	obtain	more	information	about	the	campaign.		
	
Interview	Number	6	Interviewee	Number	6	is	a	30-year-old	female	from	Romania.	She	is	in	a	relationship,	has	no	children,	but	she	might	would	like	to	have	some	in	the	future.	
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When	asked	what	this	commercial	is	about,	she	replies	that	it	revolves	around	the	topic	of	Danes	having	more	children	and	the	decrease	in	the	Danish	birth	rate.	She	feels	that	
“It	is	a	political	commercial,	with	a	specific	purpose:	the	raise	of	birth	rate.”	(Interview	N.	6.,	 2016)	When	asked	how	she	 feels	 about	 this	 commercial,	 she	 answers	 she	 found	 it	funny	 and	 that	 it	 made	 her	 laugh.	 “[…]	 we	 should	 not	 look	 at	 it	 superficial.	 The	
commercial	 it	 is	 reinforcing	 the	 values	 of	 the	 traditional	 society,	 with	 an	 intimate	
relationship	 between	 parents	 and	 children,	 and	 is	 showing	 a	way	 of	 life	 that	many	 still	
consider	 it	 to	be	the	norm.	 In	a	world	 in	which	change	has	become	the	norm,	some	may	
find	 comfort	 in	 the	 romanticised	 times	 of	 the	 housewife	 and	 patriarchal	 figure.	 The	 old	
times	have	always	seem	better	than	the	times	we	live.”	(Interview	N.	6.,	2016)	
When	she	 is	asked	whether	or	not	 this	commercial	has	a	hidden	agenda,	 she	answers	very	clearly:	“No,	definitely	not.	The	commercial	is	very	‘outspoken’.	It	says	what	it	stands	
for:	couples	having	children;	and	there	is	a	whole	paradise	prepare	for	them,	if	they	want	
to.”	(Interview	N.	6.,	2016)	This	question	is	followed	up	by	asking	her	if	she	thinks	that	Spies	has	had	a	financial	gain	with	this	commercial	–	here	she	answers:	“Yes.	I	doubt	any	
big	company	nowadays	do	campaigns	out	of	love	for	the	country.”	(Interview	N.	6.,	2016)	
After	 the	 interview	 is	 conducted,	 Interviewee	 Number	 6	 reveals	 that	 in	 her	 home	country	of	Romania,	this	commercial	would	not	be	viewed	in	the	same	way	that	it	is	in	Denmark;	Romanian	people	–	and	in	particular	parents	–	would	be	very	offended	by	this	very	direct	commercial.	The	interviewee	believes	that	if	this	commercial	was	translated	and	 put	 on	 TV	 in	 Romania,	 it	 would	 have	 a	 negative	 or	 embarrassing	 effect	 on	 the	parents	 instead	 of	 motivating	 them	 to	 buy	 a	 vacation	 for	 their	 children.	 In	 this	interview,	 we	 see	 a	 very	 different	 perception	 of	 the	 commercial	 than	 the	 rest	 of	 the	interviewees:	 Where	 the	 rest	 of	 the	 interviewed	 subjects	 have	 argued	 that	 this	commercial	is	about	both	selling	vacations	as	well	as	the	Danish	birth	rates,	Interviewee	Number	6	 is	of	 the	opinion	 that	 this	commercial	 is	only	 to	 inform	about	 the	dropping	birth	rates.	
Interview	Number	7	Interviewee	Number	7	is	a	22-year-old	French	female,	single	and	with	no	children	and	no	desire	to	have	any	in	a	near	future.		
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She	finds	the	commercial	funny,	crazy	and	provocative	(Interview	N.	7.,	2016)	and	when	asked	if	she	would	accept	this	kind	of	vacation	from	her	parents,	she	replies:	“I	think	I	would	
find	it	a	bit	weird;	probably	it	would	be	an	awkward	moment…”	(Interview	N.	7.,	2016)	She	continues:	“Yes	I	would	[accept],	is	free	vacation!.	But	I	don´t	want	to	have	kids	now,	so	if	
coming	back	pregnant	was	a	condition	I	wouldn’t.”	(Interview	N.	7.,	2016)		Reflecting	on	whether	or	not	the	commercial	stands	out	from	other	commercials,	she	replies:	
“Yes.	[…]	Because	it	is	a	situation	you	never	seen	before	and	very	estrange,	but	also	you	laugh	
when	you	see	it	so	that	makes	it	‘’memorable’’.”	(Interview	N.	7.,	2016)	In	that	notion,	when	asked	if	she	thinks	that	Spies	has	had	a	financial	gain	with	this	commercial,	she	replies:	
“Maybe,	I	don´t	know.	I	don’t	think	many	moms	have	paid	this	trip	to	their	kids,	but	maybe	the	
agency	is	more	famous	now	because	of	the	commercial.”	(Interview	N.	7.,	2016)		
Interview	Number	8	Interviewee	Number	8	is	a	24-year-old	Spanish	male.	He	is	currently	in	a	relationship,	has	no	children	and	does	not	want	to	have	children	in	a	near	future.		When	asked	what	he	thinks	this	commercial	is	about,	he	replies:	“I	am	a	bit	confused…	but	I	
think	they	try	to	convince	future	grandmothers,	to	pay	their	sons	vacation	so	they	have	relations	
to	have	kids,	I	think…”	(Interview	N.	8.,	2016)	He	continues:	“My	parents	would	never	ever	do	
this	[offer	him	such	a	vacation]!	Like	I	never	talked	with	my	parents	about	my	sex	life	,	I	would	
think	that	they	have	gone	crazy	or	something.”	(Interview	N.	8.,	2016)		When	asked	whether	or	not	he	thinks	that	this	commercial	stands	out,	he	replies	yes,	and	follows	up:	“Because	is	a	very	personal	issue,	having	kids,	and	sex	and	all	that.	Is	not	usual	to	see	
those	topics	in	such	a	comical	perspective…		Also	some	of	the	scenes	like	the	one	with	the	mom	
helping	with	the	girlfriend’s	bra…	too	direct!”	(Interview	N.	8.,	2016)		In	general,	Interviewee	Number	8	finds	the	commercial	funny	but	also	very	provocative.	He	expresses	that	he	is	shocked	by	it,	and	argues	that	if	the	video	went	viral,	Spies	Travelling	Agency	would	probably	have	a	lot	of	potential	customers	at	hand.	(Interview	N.	8.,	2016)		
Analysis:		Analysing	all	8	interviewees	and	their	reactions,	perceptions	and	understandings	of	the	commercial,	it	is	possible	to	apply	the	theory	of	Strategic	Communication	to	this.	By	asking	all	
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of	our	subjects	questions	such	as	if	and	how	they	understand	the	commercial,	if	they	think	there	is	a	hidden	agenda	behind	the	commercial	and	if	they	think	that	Spies	Travelling	Agency	has	had	a	financial	gain	from	the	commercial,	it	can	now	be	analysed	whether	or	not	Spies	actually	managed	to	use	Strategic	Communication	and	apply	it	to	their	campaign.	Furthermore,	by	asking	a	variety	of	cultural	different	individuals,	it	also	gives	a	greater	outlook	on	social	and	cultural	boarders,	what	is	accepted	and	whether	or	not	Spies	would	be	able	to	catch	potential	international	costumers.		
	Within	this	commercial	as	well	as	campaign,	Strategic	Communication	can	be	applied.	Within	this,	Meaning	Creation	plays	a	role.	According	to	Hallahan	et.	Al.:	“Meaning	Creation”	(Hallahan,	Holtzhausen,	Ruler,	Vercic,	&	Sriramesh,	Defining	Strategic	Communication,	2007,	s.	22)	is	a	term	that	focuses	on	the	audience’s	ability	to	create	meaning	or	meanings	in	the	communicative	message	–	the	commercial.	In	this	the	word	“Meaning”	should	be	understood	as	how	the	audience	psychologically,	socially	and	culturally	understand	the	communicated	message.	(Hallahan,	Holtzhausen,	Ruler,	Vercic,	&	Sriramesh,	Defining	Strategic	Communication,	2007,	s.	23)	Furthermore,	in	Meaning	Creation,		efforts	in	capturing	the	audience	relies	on	“[…]	“planned	effort[s]	on	behalf	of	a	sender	[will]	
influence	some	or	all	groups	in	society	with	a	certain	message	or	set	of	messages.””	(Phillips,	2011,	s.	59).	Here,	the	“Do	it	for	Mom”	commercial	seems	to	speak	to	a	Danish	audience.	Based	on	the	given	answers	in	the	interviews,	the	Danish	interviewees	do	not	seem	to	mind	that	the	commercial	is	provocative.	They	seem	to	agree	that	the	campaign	is	cleverly	made	to	disguise	the	fact	that	Spies	wants	to	sell	more	travels.	Although,	Interviewee	Number	2	is	somewhat	of	an	exception,	as	he	finds	the	commercial	“[…]	quite	provoking.”	(Interview	N.	2.,	2016)	However,	when	the	diverse	group	of	the	international	interviewees	are	asked	the	same	questions,	they	seem	to	be	more	shocked	and	in	doubt	about	the	campaign.	Interviewee	Number	4	describes	the	commercial	as	“[…]	a	bit	over	the	line	at	times”	(Interview	N.	4.,	2016)	and	Interviewee	number	8	claims	that	“[it]	is	a	very	personal	issue,	having	kids,	and	sex	and	all	
that.”	(Interview	N.	8.,	2016)		In	this,	the	Cultural	Sensitivity	approach	plays	in	well	with	this	topic.		
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In	accordance	to	Louise	Phillips,	author	of	the	book	“Promise	of	Dialogue:	The	Dialogic	Turn	In	The	Production	And	Communication	Of	Knowledge,”	the	Cultural	Sensitivity	approach	focuses	on	“[…]	messages	[that]	are	made	“culturally	appropriate”	by	being	tailored	to	fit	the	
cultural	characteristics	of	audience	members,	identified	by	target	group	analysis.”	(Phillips,	2011,	s.	66).	In	this,	it	seems	that	Spies	actually	hits	it	target	group	–	a	younger	Danish	audience.	Based	on	the	conducted	interviews	in	this	paper,	the	Danish	interviewees	do	not	seem	to	mind	the	sexual	undertones.	However,	the	international	interviewees	seem	to	be	much	more	aware	of	the	fact	that	these	sexual	undertones,	in	fact,	are	there.		Here,	the	Cultural	Sensitivity	approach	applies.	Quoting	Dutta	,	author	of	the	dissertation	“Communicating	About	Culture	and	Health:	Theorizing	Culture-Centered	and	Cultural	Sensitivity	Approaches,”	on	the	Cultural	Sensitivity	approach	will	provide	some	insights	to	this	matter:	“In	the	cultural	sensitivity	approach,	culture	is	conceptualized	as	a	collection	of	
shared	values,	beliefs,	and	practices	that	are	contained	within	a	clearly	defined	community.”	
(Brislin	&	Yoshida,	1994;	Ulrey	&	Amason,	2001)	(Dutta,	Communicating	About	Culture	and	Health:	Theorizing	Culture-Centered	and	Cultural	Sensitivity	Approaches	,	2007,	s.	307,	308)	Though	the	international	interviewees	all	stem	from	different	nationalities,	they	react	somewhat	more	outspoken	to	the	commercial	than	the	Danish	interviewees	do.	Though	all,	to	some	extend,	find	the	commercial	fresh,	funny	and	different,	one	quickly	observes	that	the	reactions	to	the	commercial	are	more	critical.		Additionally,	there	seems	to	be	different	understandings	of	the	actual	message	between	the	Danish	and	international	interviewees.	Though	the	Danish	interviewees	seem	to	agree	that	the	cleverly	constructed	commercial	is	actually	a	strategy	in	selling	more	travels,	the	international	interviewees	seem	to	be	more	confused	about	the	message.	Interviewee	Number	6	claims	that	“It	is	a	political	commercial,	with	a	specific	purpose:	the	raise	
of	birth	rate”	(Interview	N.	6.,	2016)	and	Interviewee	number	3	got	confused	the	first	time	she	watched	the	commercial.		This	only	underlines	that	the	commercial	does	indeed	fit	a	Danish	audience	–	in	which	it	was	also	intended.				 	
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Analysis	of	Survey	Analysis	of	the	survey	As	 explained	 earlier	 in	 this	 chapter,	 we	 turned	 to	 empirical	 data	 in	 order	 to	 answer	 our	problem	 formulation	 and	 research	question.	 The	 following	 section	will	 focus	 on	 the	 survey	that	we	conducted,	 in	order	to	understand	how	the	audience	of	“Do	it	 for	mom”	received	it.	The	survey	answers	will	be	analysed	with	a	base	in	theories	of	Strategic	Communication,	as	well	as	the	interviews	were.			As	 the	analysis	of	 the	 interview,	 the	analysis	of	 the	survey	will	help	us	understand	how	the	advertisement	 is	 perceived	 in	 the	 audience	 –	 and,	 if	 any	 differences,	 how	 different	 target	groups	perceive	the	ad	in	a	different	ways.	This	will	help	us	investigate	the	advertisement	and	answer	the	problem	formulation	and	working	questions.		
The	survey	(and	a	recap	of	the	answers)	The	survey	consisted	of	13	questions	-	6	of	the	questions	where	concerning	the	participants	demographic	background,	whereas	7	of	the	questions	where	questions	about	the	commercial	and	the	participants’	perception	of	it.	82	participants	answered	the	survey	online.		The	 survey	was	 conducted	 online	 and	was	mainly	 spread	 through	 the	 group’s	 network	 on	social	media.	 The	 demographic	 section	 of	 the	 survey,	 showed	 that	 61%	 of	 the	 participants	where	women,	37.8%	men	and	1.8%	choose	the	option	“Others/Don’t	want	to	answer”.		The	age	of	the	participants	ranged	from	18	to	50+.	65.9%	of	participants	were	between	the	age	of	18-24	and	20.7%	of	the	participants	were	in	the	age	range	of	24-30.	6.1%	of	the	participants	were	30-40,	1.2%	were	within	the	age	range	of	40-50	and	6.1%	of	the	participants	were	50+.	It	 is	 an	 important	notion,	 that	 the	 survey	has	 a	 flaw	on	 the	questions	of	 age,	 as	 the	 age	24	appears	 in	 two	 age	 groups.	 This	 is	 taken	 into	 consideration	 in	 the	 forthcoming	 analysis.	(Jensen	&	Jørgensen,	2016)		
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Figure	1,	Survey	results,	2016	The	nationalities	of	the	participants	are	spread	to	19	countries.	Twelve	of	the	countries	only	appears	once,	and	each	these	nationalities	therefore	represents	1.2%	of	the	participants.	This	is	the	case	for	Costa	Rica,	Lithuania,	Albania,	Slovakia,	Romania,	Latvia,	Iceland,	Faroe	Islands,	Ghana,	Greece,	Italy	and	Ireland.		64.6%	 of	 the	 participants	 has	 Danish	 roots,	 and	 3%	 of	 the	 Danish	 participants	 have	 noted	another	 nationality	 in	 addition	 to	 ‘Danish’.	 The	 3%	 has	 noted	 respectively	 ‘German’	 and	‘American’	as	their	nationality.	13.3%	of	the	participants	are	Spanish	and	3.7%	are	French.		Besides	 the	 already	 mentioned	 countries,	 two	 participants	 answered	 that	 they	 originated	from	respectively	‘Xyz’	(1.2%)	and	‘The	Planet	Earth’	(1.2%).	(Jensen	&	Jørgensen,	2016)		47.6%	of	the	participants	are	single,	37.8%	are	in	a	relationship	and	12.2%	is	married.	2.4%	has	chosen	‘Other’.	15.9%	of	the	participants	have	children,	whereas	84.1%	of	the	participants	has	no	children.	On	the	question	on	whether	the	participant	wanted	children	“now	or	in	the	near	 future”,	 52.4%	answered	 ‘No’	 and	47.6%	of	 the	participants	 answered	 ‘yes’.	 (Jensen	&	Jørgensen,	2016)		
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Figure	2,	Survey	results,	2016		The	answers	to	the	questions	“What	do	you	think	this	commercial	is	about?”,	“How	would	you	
react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?”,	 “Do	you	think	this	commercial	
stands	out	from	the	commercials	you	normally	watch	on	TV	or	online?”,	“On	cultural	scale,	how	
does	this	commercial	make	you	feel;	uncomfortable,	sad,	happy	etc.”	 and	 “Do	you	feel	that	this	
commercial	 is	 provocative?	 (yes/no	 -	 why?)”	 are	 of	 a	 qualitative	 nature,	 which	 makes	 it	impossible	 to	deduct	 the	answers	 to	certain	percentages	as	seen	with	 the	above	mentioned	and	 remaining	 questions	 in	 the	 survey.	 The	 answers	 to	 these	 questions	 will	 be	 further	elaborated	in	the	analysis.			
		54.9%	of	the	82	participants	answered	‘yes’	to	the	question	“Do	you	think	this	commercial	has	
a	"hidden	agenda”?”.	22%	answered	no,	and	23,2%	choose	the	option	“I	don’t	know”.		
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	As	the	final	question	the	partipants	were	asked	“Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?”	and	52.4%	believed	that	Spies	had	actually	gained	money	from	the	advertisement,	 whereas	 19.5%	 answered,	 that	 they	 did	 not	 think	 Spies	 had	 created	 any	financial	 gain	 from	 the	 advertisement.	 28%	 answered	 “I	 don’t	 know”.	 (Jensen	&	 Jørgensen,	2016)			Analysis	The	analysis	will	be	grounded	in	Strategic	Communication,	and	will	focused	on	the	concepts	of	Meaning	 Creation	 and	 Cultural	 Sensitivity.	 Meaning	 Creation	 focuses	 on	 the	 participants’	capability	 to	 create	 a	 meaning	 from	 the	 communication	 message	 –	 in	 this	 case	 the	 Spies	advertisement.	Meaning	creation	is	a	way	to	understand	how	the	participants	understand	the	message	communicated	by	Spies,	and	how	this	might	be	different	for	different	groups	among	the	 participants.	 (Hallahan, Holtzhausen, Ruler, Vercic, & Sriramesh, Defining Strategic 
Communication, 2007)	The	concept	of	cultural	sensitivity	focuses	on	how	one	message	might	be	appropriate	in	one	culture,	 but	 inappropriate	 in	 another.	 Commercials,	 campaigns	 and	 other	 messages	 are	created	to	fit	into	the	culture,	the	sender	wants	to	influence.	(Phillips, 2011)		On	 the	 question	 “What	 do	 you	 think	 this	 commercial	 is	 about?”	 the	 answers	 vary,	 but	 a	majority	of	 the	answers	 state	 that	 the	advertisement	 is	 about	 either	branding	Spies,	 selling	vacations	 or	 to	 create	 an	 increase	 in	 the	 birth	 rates.	 (Jensen	 &	 Jørgensen,	 2016)	 There	 is,	
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however,	 a	 difference,	when	 looking	 at	 different	 nationalities’	 view	 on	 the	 content	 of	 ad.	 A	majority	 of	 the	 Danish	 participants	 seems	 to	 think	 that	 the	 commercial	 is	 about	 selling	vacations	 to	 a	 greater	 extent	 than	 other	 nationalities,	 with	 answers	 such	 as	 “a	 travelling	
company	trying	to	sell	more	planned	travels”	 (Individual	 survey	n.	 3,	 2016),	 “sell	vacation	to	
older	people	that	give	them	to	there	children	(…)”	(Individual	survey	5,	2016)	and	“Well,	it's	a	
commercial	 for	 Spies	 active	 vaccation	 (…)”	 (Individual	 survey	 53,	 2016).	 On	 a	 contrast	 the	Greek	participant	answered	“Denmark	needs	children”	(Individual	survey	37,	2016),	a	French	participant	 “Vacation”	 (Individual	 survey	 41,	 2016),	 a	 Spanish	 participant	 answered	 “birth	
rates”	 (Individual	 survey	 44,	 2016)	 and	 another	 Spanish	 participant	 answered	 that	 the	commercial	 where	 about	 “promote	 having	 children”	 (Individual	 survey	 47,	 2016).	 One	participant	 (Danish)	 answered,	 “Consumerism	 and	 heteronormative	 values	 blind	 to	 reality.”	when	asked	about	the	content	in	the	commercial.	(Individual	survey	66,	2016).		As	 described	 earlier	 the	 Meaning	 Creation	 focuses	 on	 the	 different	 participants’	 ability	 to	understand	and	create	a	meaning	of	the	message	communicated	(Hallahan, Holtzhausen, Ruler, 
Vercic, & Sriramesh, Defining Strategic Communication, 2007)	 The	Danish	participants	 seems	more	cynical	 in	their	approach	to	the	advertisement,	as	they	see	it	as	a	tool	 for	Spies	to	sell	vacations,	 whereas	 the	 majority	 of	 foreign	 participants	 answers	 that	 the	 advertisement	 is	about	sex	and	having	children	–	which	 is	 the	message,	 that	Spies	explicitly	promotes	 in	 the	advertisement.	(Jensen	&	Jørgensen,	2016)	There	is	therefore	a	difference	in	what	meaning	of	the	Spies	advertisement	that	has	been	created	and	perceived	among	the	different	participants	in	 the	 survey.	 	 One	 participant	 (Individual	 survey	 66,	 2016)	 received	 the	 content	 different	from	any	other	participant,	by	describing	the	content	as	being	heteronormative	and	a	product	of	 consumerism.	 This	 participant	 gained	 another	 meaning	 psychologically,	 socially	 and	culturally	than	other	participants	in	the	survey.		As	 an	 answer	 to	 the	 question	 “How	would	 you	 react	 to	 this	 kind	 of	 vacation	 if	 your	 parents	
offered	it	to	you?”	45.1%	were	positive	 towards	 the	offer	and	40.2%	were	negative	 towards	going	on	this	type	of	vacation.	14.6	%	either	did	not	know	or	could	be	categorized	neither	as	positive	nor	negative	towards	the	message.	(Jensen	&	Jørgensen,	2016)	The	 reaction	 of	 positive	 and	 negative	 responses	 is	 not	 significantly	 different	 based	 on	nationality.	One	of	the	Danish	participants	answered,	“I	would	be	happy	because	they	bought	me	 a	 trip	 to	what	 looks	 like	 a	 nice	 place”	 (Individual	 survey	 3,	 2016)	 and	 another	 Danish	participant	answered	“[…]	 they	have	no	right	 to	meddle	 in	my	potential	plans	 to	have	kids”	
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(Individual	survey	66,	2016).		The	same	is	applicable	for	the	international	participants	in	the	survey.		When	asked	 “Do	you	 think	 this	 commercial	 stands	out	 from	 the	 commercials	 you	normally	watch	on	TV	or	online?”	87.8%	of	the	participants	answered	yes,	7.3%	answered	no	and	4.9%	answered	 both	 ‘yes	 and	 no’	 or	 an	 answer	 that	 does	 not	 fall	 into	 the	 categories.	 A	 Danish	participant	 describes	 it	 as	 “[…]	 they	 have	 taken	 ""sex	 sells""	 to	 a	 new	 standard,	 but	 not	 in	 a	
disgusting	way.	then	idea	with	the	sad	wanna-be-grandmothers	is	perfect!”	(Individual	 survey	54,	 2016).	 Another	 Danish	 participant	 describes	 the	 advertisement	 as	 “Most	 of	 the	commercials	seen	on	TV	and	other	places	all	have	the	common	denominator	of	stupid,	but	this	one	 surely	 is	 in	 the	 category	 of	 the	 commercials	 that	 should	 be	 labelled	 'most	 stupid.'	(Individual	survey	5,	2016).		This	is	again	an	example	on	how	an	advertisement	can	be	understood	differently	within	the	audience	 due	 to	 psychological,	 social	 and	 cultural	 differences	 that	 could	 influence	 the	understanding	of	Spies’	message	in	the	advertisement.	(Hallahan, Holtzhausen, Ruler, Vercic, & 
Sriramesh, Defining Strategic Communication, 2007)		As	an	answer	to	“Do	you	feel	that	this	commercial	is	provocative?	(yes/no	-	why?)”	43.9%	of	the	participants	 in	 the	 survey	 answered	 ‘No’	 or	 likewise.	 54.8%	 of	 the	 participants	 found	 the	survey	to	be	provoking	and	answered	yes.	1.2%	of	the	participants	were	not	able	to	answer	the	 question.	 If	 we	 look	 at	 nationality,	 international	 participants	 seem	 to	 find	 the	advertisement	 more	 provocative	 than	 Danish	 participants.	 In	 a	 random	 sample	 of	 the	individual	 surveys,	 Participant	 3	 (Individual	 survey	 3,	 2016)	 5	 (Individual	 survey	 5,	 2016)	and	 53	 (Individual	 survey,	 2016),	 which	 is	 all	 Danish	 participants,	 answered	 no	 to	 the	question.	 A	 French	 participant	 (Individual	 survey	 41,	 2016)	 also	 answered	 no.	 The	 Greek	participant	 (Individual	survey	37,	2017)	answered	yes,	along	with	 two	Spanish	participants	(Individual	 survey	 44,	 2016.	 Individual	 survey	 47,	 2016).	 It	 seems	 as	 if	 cultural	 difference	plays	a	 role,	which	 is	also	noted	by	a	Costa	Rican	participant:	“Yes,	but	for	people	that	don't	
share	the	same	values	as	the	Danish	culture.”	(Individual	survey	8	–	Excel,	2016)		The	 advertisement	 appears	 to	 speak	 to	 a	Danish	 audience,	who	 finds	 it	 less	 provocative	 as	well	as	 the	Danish	audience	seems	 to	be	 less	 in	doubt	about	 the	video	being	created	 to	sell	holidays.	52.4%	of	participants	believed	that	Spies	had	experienced	a	financial	gain	from	the	
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advertisement,	and	the	Danish	participants	seems	more	favourable	of	the	advertisement	and	the	fact,	that	Spies	would	earn	money	from	it.	(Jensen	&	Jørgensen,	2016)	Just	 as	 some	 participants	 found	 the	 advertisement	 provocative	 and	 others	 did	 not,	 the	answers	 to	 the	 question	 “On	 cultural	 scale,	 how	 does	 this	 commercial	 make	 you	 feel;	uncomfortable,	 sad,	 happy	 etc.”	 varies	 a	 lot.	 A	 part	 of	 participants	 were	 angry	 about	 the	content	 of	 the	 advertisement	 –	 among	 others	 a	 Danish	 participant	 who	 wrote:	 “Angry,	
disapointed,	irritated.	I	kind	of	just	want	to	sigh	deeply	and	repeatedly.”	(Individual	surveys	66,	2016)	 Others	 felt	 happy	 and	 positive	 (Survey	 results,	 2016,	 quest.	 10)	 about	 the	advertisement,	 and	 some	were	 even	 offended:	 “Uncomfortable,	offended”	 (Individual	 survey	35	–	excel,	2016).	According	to	Phillips	(Phillips, 2011)	cultural	sensitivity	emphasizes	how	a	message	might	be	appropriate	in	one	culture,	but	inappropriate	in	another.	The	results	of	this	survey	shows	that	the	message	in	“Do	it	for	Mom”,	might	be	more	appropriate	within	Danish	culture	as	oppose	to	 other	 cultures.	 The	 Spanish	 participants	 seem	 to	 find	 the	 advertisement	 provocative,	 as	well	 as	 the	 Costa	 Rican	 participant,	who	 further	 elaborates:	 “Really	 reflects	how	 the	Danish	
culture	is	open	about	topics	concerning	sex.	If	that	kind	of	commercial	was	aired	in	my	country,	
catholics	 and	 evangelics	 would	 heavily	 react	 to	 it”	 (Individual	 survey	 8	 –	 Excel,	 2016).	According	to	the	cultural	sensitivity	theory,	it	is	important	for	the	sender	to	make	the	message	fit	into	the	culture,	were	the	message	is	supposed	to	have	the	greatest	impact.	Spies	seems	to	have	 found	 the	 right	 audience	 for	 this	 advertisement	 by	 choosing	 a	 society	 that	 is	 quite	secularized	as	oppose	to	religious	cultures	in	Southern	Europe,	where	the	ad	might	not	have	been	as	welcome.					 	
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Discussion	With	the	conducted	empirical	data	–	the	Internet	survey	and	the	face-to-face	interviews	-	sorted	and	analysed,	a	discussion	of	this	as	well	as	the	used	literature	can	now	unfold.			In	the	face-to-face	interviews	as	well	as	the	survey,	a	great	diversity	in	gender	and	nationalities	factored	in	when	answering	the	given	questions	in	regards	to	the	commercial.		In	the	face-to-face	interviews,	there	seemed	to	be	a	general	formed	opinion	among	the	Danish	participants,	that	the	commercial	in	question	seemed	to	be	partly	a	humorous	joke	and	partly	a	ploy	from	Spies	to	sell	more	vacations	and	have	a	financial	gain.	However,	amongst	the	international	participants,	the	opinions	of	the	commercial	as	well	as	how	they	perceived	it,	seemed	to	vary	more	from	participant	to	participant.			Keeping	in	mind	that	the	commercial	was	meant	for	a	Danish	target	audience	and	viewership,	the	commercial	still	gained	some	international	fame.	With	the	speaker’s	words	translated	at	the	bottom	part	of	the	screen,	an	international	audience	thereby	has	the	possibility	to	understand	what	is	uttered	–	however,	it	seemed	that	the	understandings	and	perception	of	the	commercial	varied	greatly	from	participant	to	participant	when	interviewed.			While	the	Danish	interviewed	participants	were	–	mostly	–	of	the	opinion	that	the	commercial	was	humorous,	they	still	believed	that	the	commercial’s	“hidden	agenda”	was	for	Spies	to	advertise	and	sell	vacations.	Though	some	participants	found	the	commercial	somewhat	provocative,	the	commercial	still	seems	to	speak	to	a	Danish	audience.	In	this,	it	could	be	discussed	that	the	commercial,	partly,	has	a	certain	sarcastically	angle,	which	Danes	seem	to	relate	to.	However,	when	interviewing	the	international	participants,	the	opinions	and	perceptions	of	the	commercial	were	more	varied	and	differed	from	interviewee	to	interviewee.	While	some	participants	seemed	to	share	a	–	somewhat	–	similar	opinion	of	observations	and	perceptions	of	the	commercial	in	question,	the	general	overview	suggests	that	an	international	audience	seem	more	confused	about	the	message.		As	in	the	face-to-face	interviews	and	the	given	answers,	the	online	survey	provides	somewhat	of	a	similar	answers	among	Danish	as	well	as	international	participants.	While	the	8	face-to-
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face	interview	provided	to	the	research	with	live	reactions	to	the	commercial,	the	online	survey	and	the	82	participants	instead	provides	a	more	general	overview	of	the	perception	of	the	commercial	in	question.			Boiling	down	the	empirical	research	and	the	given	answers	from	both	the	face-to-face	interviewees	as	well	as	the	online	survey	participants,	two	consistent	perceptions	of	the	commercial	showed	themselves	again	and	again:	While	opinions	on	the	commercial	varies,	the	general	overview	of	the	participants	observations	seemed	to	be	Spies’	aim	to	sell	vacations	as	well	as	increasing	the	birth	rates	in	Denmark.	While	a	majority	of	the	Danish	participants	were	of	the	opinion	that	the	aim	of	the	commercial	is	to	–	humorously	–	sell	vacations,	the	international	participants’	were	–	generally	–	of	the	opinion	that	the	commercial	were	promotion	increasing	the	Danish	birth	rates	–	as	well	as	selling	vacations.		In	this,	the	theory	of	Cultural	Sensitivity	plays	in	well	with	the	empirical	data	conducted	and	analysed.	While	the	commercial	is	intended	for	a	Danish	audience,	it	is	interesting	to	research	how	it	is	viewed	in	other	nationalities	and	cultures.	Here,	Cultural	Sensitivity	provides	an	insight	to	the	analysis:	While	the	majority	of	the	Danish	participants	did	not	find	the	commercial	particularly	provocative	or	only	somewhat	provocative,	the	general	overview	of	the	international’s	perception	varied	more,	with	the	majority	answering	“Yes”	to	the	commercial	being	provocative.	In	this,	the	theory	of	Cultural	Sensitivity	clearly	shows	that	the	commercial	indeed	do	fit	a	Danish	audience	very	well;	the	Danish	audience	seem	to	be	aware	that	–	though	the	commercial	is	humorous	–	the	intend	is,	in	the	end,	to	sell	more	vacations	and	create	a	financial	gain	for	Spies.		Here,	the	international	audience	seem	to	be	more	confused	as	to	what	the	intend	of	the	commercial	is.	The	Cultural	Sensitivity	approach	thereby	makes	itself	noticeable,	as	the	means	and	message	of	the	commercial	and	how	it	is	understood	seem	to	be	more	blurred	in	perception.	While	the	Danish	participants	were	not	particularly	offended	by	the	innuendo	and	somewhat	provocative	means	to	communicate	in	the	commercial	in	question,	many	of	the	internationals	seemed	to	be	offended	or	somewhat	offended	by	the	provocative	images	and	message.			
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Here,	the	theory	of	Meaning	Creation	also	makes	its	appearance.	The	empirical	data	and	research	conducted	shows,	that	how	a	Danish	audience	understands	the	commercial	is	not	necessarily	the	same	way	as	an	international	audience	understands	it	–	rather,	the	opposite.	As	already	mentioned,	the	Danish	audience	and	target	group	seem	to,	generally,	agree	that	the	aim	is	to	sell	vacations.	The	Danish	audience	hereby	creates	a	meaning	in	what	they	culturally	understand	and	find	appropriate	and	acceptable.	Here,	with	the	international	participants,	the	lines	are	more	blurry:	The	fact	that	so	many	varied	opinions	and	understandings	of	the	commercial	are	given,	the	analysis	shows	that	a	cultural	understanding	of	meaning	varies	in	the	international	audience	contra	the	Danish	audience.	Many	of	the	international	participants	find	the	commercial	–	somewhat	–	inappropriate	as	well	as	the	openly	sexual	content.		In	this,	Meaning	Creation	and	the	Cultural	Sensitivity	approach	clearly	are	valid	theories	in	this	research,	as	the	understandings	vary	from	a	Danish	audience	and	to	the	viewership	of	an	international	audience.			Finally,	it	should	be	discussed	whether	or	not	this	commercial	is	to	be	taken	serious.		Though	it	is	hard	to	determine	how	this	commercial	should	be	understood	–	and	from	which	cultural	angle	–	it	can	be	discussed	whether	or	not	this	commercial	is	more	of	a	humoristic	media	stunt	than	an	actual	commercial	which	should	be	taken	very	serious.	With	a	base	in	the	Danish	participant’s	answers	–	who,	after	all,	are	the	intended	target	group	–	the	opinions	and	perceptions	of	the	commercial	seem	to	be	that	the	commercial	in	question	is	a	fun	way	of	promoting	Spies	travelling	agency.	However,	though	the	use	of	graphs,	figures	and	information	about	decreasing	birth	rates	do	play	a	factor	in	the	subliminal	message	and	how	it	is	understood,	the	general	opinion	of	the	Danish	participants,	audience	and	target	group	seems	to	be	that	this	is	a	commercial	which	is	funny	and	humoristic,	but	is	not	taken	all	that	serious.						 	
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Conclusion	This	project	were	to	investigate	the	commercial	“Do	it	for	Mom”	(a	part	of	the	campaign	“Do	it	for	Denmark”)	created	by	the	travelling	agency	Spies.			Face-to-face	interviews	as	well	as	a	survey	were	conducted	in	order	to	answer	our	problem	formulation.	The	interviews	showed	that	the	international	interviewees	reacted	different	and	saw	 the	 commercial	 as	 more	 provocative	 than	 the	 Danish	 interviewees,	 who's	 reactions	generally	were	more	positive	and	viewed	the	commercial	as	being	fun	and	'fresh.'	The	 message	 in	 the	 commercial	 were	 commonly	 observed	 differently	 by	 the	 Danish	interviewees,	who	seemed	 to	be	more	aware	of	Spies'	 aim	with	 the	commercial	–	which,	of	course,	 is	 to	sell	vacations.	The	 international	 interviewees	seemed	to	be	confused	about	the	message,	 and	 saw	 the	 commercial	 as	more	 informative	 than	 the	 Danish	 interviewees,	who	seemed	to	be	of	the	opinion,	that	the	commercial	is	strategically	constructed	as	a	commercial,	while	the	objective	of	the	commercial	is	to	increase	the	sales	of	active	vacations.			This	 is	 also	 seen	 in	 the	 survey	 answers,	 where	 the	 international	 participants	 found	 the	commercial	 offensive	 and	 to	 focused	 on	 sex	 and	 sexual	 relations.	 The	 Danish	 participants	found	it	less	provocative	and	were	more	favorable	towards	the	commercial	and	the	financial	gain	that	Spies	might	experience	based	on	the	commercial.	A	majority	of	 the	participants	 in	the	survey	believed	the	Spies	would	experience	a	financial	gain	based	on	the	commercial.			The	Cultural	Sensitivity	approach	explains	the	importance	of	the	sender,	making	the	message	and	commercial	fit	well	within	the	culture	where	it	 is	supposed	to	have	the	greatest	impact.	Spies'	 commercial	has	 a	 content	 revolving	 the	Danish	birthrate,	 and	 the	 commercial	 is	well	received	among	a	Danish	audience	and	target	group,	who	found	it	humoristic	and	funny.	This	shows	that	the	commercial	certainly	fits	the	culture	and	audience	in	which	it	was	supposed	to	fit	in.		According	to	 the	analysis	of	 the	survey,	 the	commercial	especially	offended	the	participants	from	 Southern	 Europe,	 which	 could	 be	 a	 result	 of	 the	 Southern	 European	 cultures	 being	characterized	as	more	religious	than	a	secularized	culture	as	the	Danish.	The	commercial	did	however	receive	fame	on	an	international	level.		
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	It	can	thereby	be	concluded	that	the	commercial	“Do	it	for	Mom”	is	–	generally	–	well	received	by	 a	 Danish	 audience	 and	 target	 group,	 for	 whom	 it	 was	 intended	 -	 and	 less	 so	 by	 an	international	 audience.	 On	 the	 basis	 on	 the	 conducted	 and	 analyzed	 empirical	 data,	 it	 can	therefore	 be	 concluded	 that	 Spies,	 in	 general,	 has	managed	 to	 capture	 the	 intended	 target	group	consisting	of	a	Danish	audience.				 	
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Appendix		
“Do	it	for	Mom”	Interview	questions:			1)	What’s	your	gender?		2)	What’s	your	age?		3)	What	is	your	nationality?		4)	What	is	your	relationship	status?		5)	Do	you	have	children?		6)	Do	you	want	to	have	children	now	or	in	a	near	future?			
Please	watch	the	commercial:	
Youtube	link:	https://www.youtube.com/watch?v=B00grl3K01g		7)	What	do	you	think	this	commercial	is	about?		8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?		9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	online?		 - Why?		
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10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?		11)	Do	you	feel	that	this	commercial	is	provocative?		 - Why?		12)	Do	you	think	this	commercial	has	a	“hidden	agenda?			13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?			 	
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Interview	1		1)	What’s	your	gender?	Male	2)	What’s	your	age?	27	3)	What	is	your	nationality?	Danish	4)	What	is	your	relationship	status?	Single	5)	Do	you	have	children?	No	6)	Do	you	want	to	have	children	now	or	in	a	near	future?	Not	right	now	but	maybe	in	the	future.	7)	What	do	you	think	this	commercial	is	about?	The	company	itself	would	say:	Fight	against	the	low	birth	rate	in	Denmark.	8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	I	would	be	very	offended.	They	shouldn’t	force	me	into	having	a	baby	–	certainly	not	this	way!	9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	online?	Yes	- Why?	The	length.	But	also	the	subject	itself	–	very	unusual.	The	combination	of	a	so	called	‘problem’	with	the	low	birth	rate	combined	with	fancy	holiday	offers.	10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	Really	concerned.	If	people	are	willing	to	accept	offers	regarding	vacations	with	the	promise	to	satisfy	their	mom	with	a	baby,	I	think	we	have	a	‘whole	‘nother’	problem!	11)	Do	you	feel	that	this	commercial	is	provocative?	I	feel	that	this	commercial	is	trying	to	be	provocative	in	a	humoristic	way.	The	voice-over	sounds	over-optimistic,	combined	with	funny	anecdotes	on-screen.	This	is	not	to	be	taken	
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deadly	serious.	This	is	just	a	funny	and	creative	way	to	send	a	hint	to	someone:	‘if	I	offer	You	a	week	of	vacation,	You	two	finally	spit	out	that	grandchild	for	me’		- Why?		12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	I	think	the	agenda	of	this	commercial	is	to	make	money	–	whether	that	agenda	is	hidden	or	not	I	don’t	know,	but	the	main	purpose	of	a	commercial	is	to	make	potential	customers	buy	a	product…		13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		You	can’t	say	no	to	a	good	offer,	and	it	is	not	a	demand	to	go	get	pregnant.	I	think	the	majority	of	people	focus	on	the	first	thing.	Well,	I	don’t	think	that	this	commercial	has	been	well	received,	but	it	has	maybe,	on	the	other	hand,	started	a	debate	followed	by	public	coverage	and	interest.	And	a	bad	reputation	is	after	all	better	than	no	reputation	at	all			
Interview	2	1)	What’s	your	gender?	Male		2)	What’s	your	age?	20		3)	What	is	your	nationality?	Danish		4)	What	is	your	relationship	status?	In	a	relationship		5)	Do	you	have	children?	No		
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6)	Do	you	want	to	have	children	now	or	in	a	near	future?	No,	not	within	the	next	two	years.			7)	What	do	you	think	this	commercial	is	about?	At	first	I	thought	it	was	a	condom	advertisment	(”Du	er	aldrig	alene”).	It	is	very	different,	and	it	looked	like	a	hooker	in	the	beginning	with	the	“you	can’t	buy	love”.	I	actually	thought	it	was	a	joke,	that	someone	made	about	Spies,	but	I	realized	that	it	wasn’t.			8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	My	reaction	would	probably	be	”Stay	out	of	it”,	as	it	would	be	very	provocative.			9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	online?	There	is	much	more	statistic	within	it,	and	it	is	very	factual.		It	is	a	lot	longer	than	a	normal	commercial.	And	they	try	to	be	humoristic	–	some	would			think	it	is	funny,	others	won’t.	It	stands	out.			 - Why?		10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	I	get	this	”Is	it	really	necessary	?”.	It	is	not	THAT	funny,	but	it	is	not	boring	either.	I	am	thinking,	“What	the	hell	are	you	doing?”	It	is	quite	provoking.			11)	Do	you	feel	that	this	commercial	is	provocative?	Yes	- Why?	Because	you	touch	upon	a	such	sensitive	area	as	kids	and	grandkids.	Some	people	can’t	have	children	–	for	various	reasons,	and	they	might	feel	very	sad	about	this	commercial.	It’s	might	be	exceeding	some	peoples	boundaries.		12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	
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I	don’t	know	if	it	has	a	hidden	agenda.	They	say	it	themselves:	”Create	new	customers	for	us”.			13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		I	can’t	imagine.	If	people	think	it	is	funny,	they	might	order	a	gift	card.	It		is	fifty/fifty.	At	least	they	created	a	debate.		
	
Interview	3	1)	What’s	your	gender?	Female		2)	What’s	your	age?	28		3)	What	is	your	nationality?	Iraqi		4)	What	is	your	relationship	status?	Married		5)	Do	you	have	children?	No		6)	Do	you	want	to	have	children	now	or	in	a	near	future?	I	don't	want	to	have	children	now,	maybe	after	5	years		7)	What	do	you	think	this	commercial	is	about?	The	commercial	is	about		buying	tickets,	and	to	increase	the	number	of	the	Danish	new	born	babies.			8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	
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I	would	be	happy	to	do	it,	i	will	make	sure	to	have	safe	sex.		9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	online?	Why?	It	does	not,	because	it	tells	a	message	that	people	stopped	having	kids,	because	of	the	economic	problems,	but	now	it	is	time	again	for	the	'Baby	boom',	which	means:	DO	IT	NOW,	BUT	NOT	FOR	YOU	BUT	for	others	happiness.		10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	I	watched	this	commercial	before.	I	got	really	confused	when	I	watched	for	the	first	time.			11)	Do	you	feel	that	this	commercial	is	provocative?	Why?	No,	I	don't.		12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	No,	I	don't.		13)	Do	you	think	this	commercial	has	had	a	financial	gain	for	the	travel	agency	promoting	it	?	Yes,	for	sure.					
	
Interview	4	1)	What’s	your	gender?	Woman		2)	What’s	your	age?	21	
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	3)	What	is	your	nationality?	Danish		4)	What	is	your	relationship	status?	Single		5)	Do	you	have	children?	No		6)	Do	you	want	to	have	children	now	or	in	a	near	future?	Maybe				 5) What	do	you	think	this	commercial	is	about?	I	have	seen	both	advertisements	before,	so	I	know	that	is	about	selling	holidays,	but	it	is	also	about	having	sex,	having	fun	and	somewhat	about	living	up	to	your	family’s	expectation.				6) How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	It	would	be	very	awkward,	and	I	wouldn’t	know	what	to	do	or	to	say.	It’s	just	awkward.			7) Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	online?	Yes,	because	it	is	funny.	It	is	very	Danish,	and	a	bit	over	the	line	at	times,	but	you	remember	it.	It	is	fun.			 8) On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	Happy,	but	it	also	makes	me	think	about	the	decreasing	birth	rates	that	we	have.	Who	are	going	to	look	out	for	us,	when	we	get	older?	But	I	think	it	is	funny	so	of	course	it	makes	me	happy.		
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	 9) Do	you	feel	that	this	commercial	is	provocative?	Yes.		
Why?		It	is	just,	well.	It	is	about	sex.	It	is	something	that	most	of	us	do	or	have	an	opinion	about,	and	you	don’t	normally	see	it	in	a	commercial.	Or	a	least	not	in	this	way,	where	you	are	asked	to	do	it	very	explicitly.		10) Do	you	think	this	commercial	has	a	“hidden	agenda?	No.	It	is	about	selling	holidays.	It	is	pretty	out	in	open	and	obvious.				 11) Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		Maybe?	There	is	probably	someone	that	would	find	it	funny,	and	that	would	buy	a	holiday,	but	I	think	most	people	just	watch	it,	and	laugh.	And	that’s	it,	but	of	course	they	might	have.				
	
Interview	5	1)	What	is	your	gender?	Male		2)	What	is	your	age?	33		3)	What	is	your	nationality?	Lithuanian		4)	What	is	your	relationship	status?	Married	
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	5)	Do	you	have	children?	1.		6)	Do	you	want	to	have	children	now	or	in	a	near	future?	No.		7)	What	do	you	think	this	commercial	is	about?	Promotes	traveling	agency.		8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	Positively.		9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	online?	Why?	Original	idea.	Appeals	to	the	real	life	problem.		10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	It	is	funny,	cause	it	is	true.			11)	Do	you	feel	that	this	commercial	is	provocative?	Why?	No,	I	don't.		12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	No,	I	don't.		13)	Do	you	think	this	commercial	has	had	a	financial	gain	for	the	travel	agency	promoting	it	?	I	hope	it	did,	because	it	is	good.		
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Interview	6	1)	What	is	your	gender?	Female	
2)	What’s	your	age?	
30	
3)	What	is	your	nationality?	
Romanian	
4)	What	is	your	relationship	status?	
I’m	in	a	relationship.	
5)	Do	you	have	children?	
No		
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	
Maybe	
7)	What	do	you	think	this	commercial	is	about?	
The	decrease	of	birth	rate	in	Denmark	
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	
Thanks	God,	my	parents	would	never	make	me	such	a	present.	I	am	my	own	master,	my	parents	do	not	take	decisions	for	me	since	I	was	14.	
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9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	online?	Why?	
It	is	a	political	commercial,	with	a	specific	purpose:	the	raise	of	birth	rate	
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	
Initially	 it	made	me	laugh,	I	 found	it	 funny.	Nonetheless,	the	commercial	 is	reinforcing	the	 traditional	 society,	 with	 the	 parents,	 in	 this	 case	 the	 mother	 in	 law,	 taking	 the	position	of	‘i-know-it-better-you-have-to-do-as-i-tell-you’.Yet,	the	man	is	portrayed	like	an	Italian,	very	attached	to	the	mother	and	very	obedient	to	her.	The	wife	or	girlfriend,	the	mother-to-be,	 is	objectified	and	reduced	 to	her	biologic	 function.	 If	we	 look	at	 the	mother	in	law,	the	future	grandmother,	in	the	light	of	what	I	just	said	about	the	young	woman,	 it	 might	 be	 considered	 a	 sort	 of	 reproduction	 of	 the	 mentality.	 The	 young	woman	 is	 a	mother,	 it	 has	 to	become	one.	When	her	 child	 reaches	 the	 age	of	 being	 a	parent,	she	does	the	same	thing	it	was	done	to	her.	The	commercial	 is	funny	precisely	through	 the	 use	 of	 cliches.	 nonetheless,	 we	 should	 not	 look	 at	 it	 superficial.	 The	commercial	 it	 is	 reinforcing	 the	 values	 of	 the	 traditional	 society,	 with	 an	 intimate	relationship	between	parents	and	children,	and	is	showing	a	way	of	life	that	many	still	consider	it	to	be	the	norm.	In	a	world	in	which	change	has	become	the	norm,	some	may	find	comfort	in	the	romanticised	times	of	the	housewife	and	patriarchal	figure.	The	old	times	have	always	seem	better	than	the	times	we	live.	
11)	Do	you	feel	that	this	commercial	is	provocative?	Why?	
It	 is	 non-conformist,	 and	 it	 has	 the	 tendency	 to	 provoque.	 I	 don’t	 know	 if	 it	 is	provocative,	 but	 it	 is	 something	 that	 stays	 with	 me.	 I	 will	 always	 remember	 the	commercial	and	for	sure	I	will	tell	others	about	it.	
12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	
No,	definitely	not.	The	commercial	is	very	‘outspoken’.	It	says	what	it	stands	for:	couples	having	children;	and	there	is	a	whole	paradise	prepare	for	them,	if	they	want	to.	
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13)	Do	you	think	this	commercial	has	had	a	financial	gain	for	Spies?	
Yes.	I	doubt	any	big	company	nowadays	do	campaigns	out	of	love	for	the	country.	
Interview	7	1)	What’s	your	gender?	Female		2)	What’s	your	age?	22		3)	What	is	your	nationality?	French		4)	What	is	your	relationship	status?	single			5)	Do	you	have	children?		No		6)	Do	you	want	to	have	children	now	or	in	a	near	future?		No		7)	What	do	you	think	this	commercial	is	about?		It	is	trying	to	make	Danish	people	to	have	more	kids,	using	their	moms	to	buy	them			trips	to	‘’procreate’’	(laughs)		8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	I	think	I	would	find	it	a	bit	weird;	probably	it	would	be	an	awkward	moment…		8.b)	Would	you	accept	it?	
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Yes	I	would,	is	free	vacation!.	But	I	don´t	want	to	have	kids	now,	so	if	coming	back	pregnant	was	a	condition	I	wouldn’t.		9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	online?	yes		 - Why?	Because	it	is	a	situation	you	never	seen	before	and	very	estrange,	but	also	you	laugh	when	you	see	it	so	that	makes	it	‘’memorable’’.			10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	Happy	I	guess,	I	just	find	it	funny.			11)	Do	you	feel	that	this	commercial	is	provocative?	Yes,	well	more	‘’crazy	‘’	provocative…		12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	They	also	try	to	take	people’s	attention	with	this	crazy	situation,	so	the	campaign	goes	super	famous	and	that	way,	also	the	‘’business’’		13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		Maybe,	I	don´t	know.	I	don’t	think	many	moms	have	paid	this	trip	to	their	kids,	but	maybe	the	agency	is	more	famous	now	because	of	the	commercial.	
	
Interview	8	1)	What’s	your	gender?	Male		2)	What’s	your	age?	
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24		3)	What	is	your	nationality?	Spanish		4)	What	is	your	relationship	status?	In	a	relationship			5)	Do	you	have	children?		No		6)	Do	you	want	to	have	children	now	or	in	a	near	future?		No		7)	What	do	you	think	this	commercial	is	about?	I	am	a	bit	confused…	but	I	think	they	try	to	convince	future	grandmothers,	to	pay	their	sons	vacation	so	they	have	relations	to	have	kids,	I	think…		8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	My	parents	would	never	ever	do	this!	Like	I	never	talked	with	my	parents	about	my	sex	life	,	I	would	think	that	they	have	gone	crazy	or	something.		8.b)	Would	you	accept	it?	Yes,	I	mean	I	don´t	see	this	happening	but	if	it	did,	I	wouldn’t	waste	a	free	trip	right?		9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	online?			Yes	a	lot!		- Why?	
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Because	is	a	very	personal	issue,	having	kids,	and	sex	and	all	that.	Is	not	usual	to	see	those	topics	in	such	a	comical	perspective…		Also	some	of	the	scenes	like	the	one	with	the	mom	helping	with	the	girlfriend’s	bra…	too	direct!		10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?			Funny	but	also	shocked,	like	it	is	great	if	you	take	it	as	a	joke	100%,	but	if	you	don´t	that	would	be	very	weird.		11)	Do	you	feel	that	this	commercial	is	provocative?	Yes,	very	much		12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	Yes,	they	want	to	sell	the	trips	at	the	end,	but	using	a	very	provocative	message.		13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		Yes	probably,	if	it	goes	viral	and	a	lot	of	people	talk	about	it,	you	get	more	potential	costumers				 	
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Appendix	–	Individual	Surveys		
Individual	survey	3,	2016	2016/04/26	2:16:01	PM	1)	What’s	your	gender?	Woman	
2)	What’s	your	age?	24-30	
3)	What	is	your	nationality?	Danish	
4)	What	is	your	relationship	status?	In	a	relationship	
5)	Do	you	have	children?	No		
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	No	
7)	What	do	you	think	this	commercial	is	about?	a	travelling	company	trying	to	sell	more	planned	travels	
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	I	would	be	happy	because	they	bought	me	a	trip	to	what	looks	like	a	nice	place	
9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	
online?	yes,	it	has	more	humor	
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	it	think	it's	funny	but	on	a	very	low	level	of	humor	
11)	Do	you	feel	that	this	commercial	is	provocative?	No	
12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	No	
13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		No	
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Individual	survey	5,	2016	2016/04/26	2:26:41	PM	
1)	What’s	your	gender?	Man	
2)	What’s	your	age?	18-24	
3)	What	is	your	nationality?	Danish	
4)	What	is	your	relationship	status?	Single	
5)	Do	you	have	children?	No	
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	No	
7)	What	do	you	think	this	commercial	is	about?	sell	vacation	to	older	people	that	give	them	to	there	children	in	hope	of	getting	a	grand	child	
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	i	don't	know	my	parent	are	both	retired	and	they	want	grand	children	before	they	get	to	old.	
9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	
online?	yes,	normally	there	is	not	this	kind	of	sales	pitch	to	older	people	to	get	their	children	to	do	it	
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	I	think	it	is	a	pretty	funny	commercial	where	a	company	uses	a	real	social	problem	to	further	their	sals	
11)	Do	you	feel	that	this	commercial	is	provocative?	no,	it	is	mostly	fun	and	if	people	is	provoked	by	that	kind	of	humor	they	should	just	lighten	up	it	is	all	fun	and	gags	nothing	more	
12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	Yes	
13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		Yes		 	
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Individual	survey	35,	2016	2016/04/30	8:12:35	AM	
1)	What’s	your	gender?	Woman	
2)	What’s	your	age?	24-30	
3)	What	is	your	nationality?	Danish/German	
4)	What	is	your	relationship	status?	Married	
5)	Do	you	have	children?	Yes	
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	Yes	
7)	What	do	you	think	this	commercial	is	about?	It's	bad.	I	find	this	far	fetched	and	the	view	of	how	grandparents	should	have	a	say	in	their	children's	babymaking	is	twisted	and	wrong	
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	I	would	perceive	it	as	pressure	on	a	object	that	isn't	my	parents'	concern	or	decision	-	very	intrusive.	
9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	
online?	Yes,	very,	but	in	a	negative	way.	
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	Uncomfortable,	offended.	
11)	Do	you	feel	that	this	commercial	is	provocative?	Yes,	since	it	suggests	my	parent's	has	a	right	to	my	kids.	12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	Yes	
13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		No
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Individual	survey	9,	2016	2016/04/26	3:05:29	PM		
1)	What’s	your	gender?	Woman	
2)	What’s	your	age?	18-24	
3)	What	is	your	nationality?	Costa	Rican	
4)	What	is	your	relationship	status?	In	a	relationship	
5)	Do	you	have	children?	No		
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	yes	
7)	What	do	you	think	this	commercial	is	about?	Really	reflects	how	the	Danish	culture	is	open	about	topics	concerning	sex.	If	that	kind	of	commercial	was	aired	in	my	country,	catholics	and	evangelics	would	heavily	react	to	it.	
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	It	would	be	very	funny	at	first,	but	if	they	expect	a	kid	from	me	without	me	being	prepared,	then	it	would	be	uncomfortable.		
9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	
online?	Of	course.	Specially	because	it	comes	from	a	serious	company	
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	It	makes	me	hopefull	to	know	that	sex	is	not	a	""taboo""	in	some	cultures.	
11)	Do	you	feel	that	this	commercial	is	provocative?	Yes,	but	for	people	that	don't	share	the	same	values	as	the	Danish	culture.	
12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	Yes	
13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		
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Yes	
Individual	survey	37,	2016	2016/04/30	12:26:12	PM	
1)	What’s	your	gender?	Woman	
2)	What’s	your	age?	24-30	
3)	What	is	your	nationality?	Greek	
4)	What	is	your	relationship	status?	In	a	relationsship	
5)	Do	you	have	children?	No	
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	Yes	
7)	What	do	you	think	this	commercial	is	about?	Denmark	needs	children.		
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	It	would	be	fun	I	guess	
9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	
online?	For	sure!		
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	Uhm	a	bit	weird	but	i	think	it's	a	good	initiative	
11)	Do	you	feel	that	this	commercial	is	provocative?	Yeap-it	offers	vacation	to	people	so	they	can	have	sex	ahaha	
12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	I	don’t	know	
13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		I	don’t	know			
	 65	
	
Individual	survey	41,	2016	2016/05/02	7:28:01	PM			
1)	What’s	your	gender?	Man	
2)	What’s	your	age?	18-24	
3)	What	is	your	nationality?	French	
4)	What	is	your	relationship	status?	Single	
5)	Do	you	have	children?	No	
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	Yes	
7)	What	do	you	think	this	commercial	is	about?	Vacation	
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	Let	s	go	
9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	
online?	Yes	
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	Funny	but	unthikable	in	my	country	
11)	Do	you	feel	that	this	commercial	is	provocative?	No	
12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	Yes	
13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		No		 	
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Individual	survey	44,	2016	2016/05/02	7:34:12	PM		
1)	What’s	your	gender?	Man	
2)	What’s	your	age?	18-24	
3)	What	is	your	nationality?	Spanish	
4)	What	is	your	relationship	status?	Single	
5)	Do	you	have	children?	No	
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	Yes	
7)	What	do	you	think	this	commercial	is	about?	Birth	rates	
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	make	me	angry	
9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	
online?	no	
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	Uncomfortable	
11)	Do	you	feel	that	this	commercial	is	provocative?	Yes	
12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	Yes	
13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		Yes	 	
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Individual	survey	47,	2016	2016/05/02	7:39:43	PM		
1)	What’s	your	gender?	Woman	
2)	What’s	your	age?	18-24	
3)	What	is	your	nationality?	Spanish	
4)	What	is	your	relationship	status?	Single	
5)	Do	you	have	children?	No	
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	No	
7)	What	do	you	think	this	commercial	is	about?	promote	having	children	
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	I	would	not	like	it	
9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	
online?	Yes	
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	Sad	
11)	Do	you	feel	that	this	commercial	is	provocative?	Yes		
12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	I	don’t	know	
13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		I	don’t	know			
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Individual	survey	53,	2016	2016/05/03	10:13:45	AM	
1)	What’s	your	gender?	Woman	
2)	What’s	your	age?	24-30	
3)	What	is	your	nationality?	Danish	
4)	What	is	your	relationship	status?	In	a	relationship	
5)	Do	you	have	children?	No	
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	Yes	
7)	What	do	you	think	this	commercial	is	about?	Well,	it's	a	commercial	for	Spies	active	vaccation,	but	I	believe	they	do	a	spin	off	on	the	campaign	from	Københavns	kommune	that	want's	young	people	to	have	children	sooner,	ws	it	called	""do	it	for	Denmark""	or	something??	
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	I	woud	think	it	was	hillareous	and	I	would	accept	at	once	
9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	
online?	Yes,	they	have	taken	""sex	sells""	to	a	new	standard,	but	not	in	a	disgusting	way.	then	idea	with	the	sad	wanna-be-grandmothers	is	perfect!	
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	Happy!	I	shared	it	with	my	mother	the	first	time	I	saw	it.	
11)	Do	you	feel	that	this	commercial	is	provocative?	I	really	don't.	I	think	they	have	kept	it	really	sober,	there	are	so	many	hints	to	sex	but	it's	in	no	way	vulgar	
12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	Yes	
13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		
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Yes	
Individual	survey	66,	2016	2016/05/03	11:10:49	PM	
1)	What’s	your	gender?	Woman	
2)	What’s	your	age?	18-24	
3)	What	is	your	nationality?	Dansk	
4)	What	is	your	relationship	status?	In	a	relationship	
5)	Do	you	have	children?	No	
6)	Do	you	want	to	have	children	now	or	in	a	near	future?	Yes	
7)	What	do	you	think	this	commercial	is	about?	Consumerism	and	heteronormative	values	blind	to	reality.	
8)	How	would	you	react	to	this	kind	of	vacation	if	your	parents	offered	it	to	you?	Ihighly	doubt	they	would	ever	offer	me	one.	I	would	love	for	them	to	pay	my	vacation	but	I	would	be	quite	angry	if	they	fell	for	a	commercial	like	this.	Also,	they	have	no	right	to	meddle	in	my	potential	plans	to	have	kids...	
9)	Do	you	think	this	commercial	stands	out	from	the	commercials	you	normally	watch	on	TV	or	
online?	Both	yes	and	no.	Most	commercials	are	sexist	and	heteronormative.	Few	are	so	blunt	about	it	so	I	guess	that's	quite	refreshing...	
10)	On	a	cultural	scale,	how	does	this	commercial	make	you	feel:	Uncomfortable,	sad,	happy	etc.?	Angry,	disapointed,	irritated.	I	kind	of	just	want	to	sigh	deeply	and	repeatedly.	
11)	Do	you	feel	that	this	commercial	is	provocative?	
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Both	yes	and	no.	I	think	it	is	meant	to	be	provocative	but	that	kind	of	just	makes	it	sad	to	me...however,	the	fact	that	people	feel	like	this	is	an	okay	way	to	market	a	product	provokes	me.	
12)	Do	you	think	this	commercial	has	a	“hidden	agenda?	Yes	
13)	Do	you	think	this	commercial	has	created	a	financial	gain	for	Spies?		No				 	
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Submitted	Article	
Is	the	spirit	of	Simon	Spies	still	alive?		
	Simon	Spies	was	known,	as	The	Charter	King	as	he	made	is	fortune	by	selling	the	Danes	charter	holidays	to	Spain	and	Mallorca.	He	quickly	became	a	regular	face	in	the	tabloid	papers	for	his	lavish	lifestyle,	where	he	among	many	other	incidents	had	a	public	orgy	at	a	strip	club	in	Copenhagen.		Spies	created	the	travel	agency	‘Spies	Rejser’	(Spies	Travels)	in	1956,	and	became	a	great	success.	With	the	success	followed	money,	and	Simon	Spies	lived	the	life	of	a	rock	star	in	Denmark,	and	was	a	frequent	guest	
in	the	night-life	of	Copenhagen,	where	he	partied	alongside	Mogens	Glistrup,	one	of	the	most	famous	and	controversial	politician	in	Denmark.	The	scandals	Spies	created,	some	alongside	Glistrup,	made	the	travel	agency	grow	and	the	ticket	sales	in-crease.	Spies	became	a	living	advertisement,	and	proved	his	statement	“bad	publicity	is	better	than	no	publicity”	to	be	true.		Simon	Spies	was	an	eccentric	personality	in	the	Danish	media	and	society.	He	dressed	up	in	outfits	that	few	others	than	Spies	would	wear	such	as	huge	fur	coats,	had	seven	cars	–	one	for	each	day	of	the	week	and	were	surrounded	by	women	at	all	times.	These	women	were	often	quite	young	compared	to	Spies,	and	were	in	the	media	known	
as	“Morgenbolledamer”,	which	diectly	translated	means	morning	sex	ladies.	In	1983,	when	Spies	had	reached	the	age	of	61,	he	married	the	only	20-year	old	travel	assistant	Janni.	Simon	Spies	died	the	year	after.		In	2014	Spies	Travel	agency	launched	the	campaign	‘Do	it	for	Denmark’	and	in	the	2015	the	sequel	‘Do	it	for	Denmark’	were	published.	Both	campaigns	promoted	travels	from	Spies	along	with	the	message	of	falling	birth	rates	in	Den-mark	and	an	increased	sex	level	on	vacations.	Both	of	the	advertisements	became	quite	famous	internationally,	and	were	mentioned	in	magazines	worldwide.		In	a	recent	study	of	the	campaign	“Do	it	for	mom”,	the	perception	of	the	
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campaign	was	investigated.	The	study	showed	that	the	campaign	was	received	quite	different	in	different	countries	and	regions.	A	survey	and	interviews	were	conducted,	and	both	showed	that	the	Danish	participants	liked	the	campaign	much	better	than	participants	from	other	countries	did.	The	Danish	participants	saw	it	as	a	harmless	joke,	whereas	the	international	participants	were	offended	by	the	promotion	of	sex	in	the	campaign.		Spies	was	known	to	be	scandalous	and	created	a	business	from	his	reputation.	The	campaigns	are	controversial	–	just	like	Spies	and	they	could	be	seen	as	an	honor	to	Spies’	memory,	and	as	a	symbol	that	the	spirit	of	Spies	is	well	and	live	in	the	travel	agency.	A	majority	of	the	Danish	
audience	received	the	campaign	with	open	eyes,	and	Spies’	spirit	might	not	just	be	alive	in	the	travel	agency	he	created,	but	also	within	the	population	in	which	he	gained	fa
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Communication	plan	The	article	“Is	the	spirit	of	Simon	Spies	still	alive?”	is	to	be	published	in	a	magazine	like	RUSK.	In	RUSK	both	articles	on	academic	material	and	student	life	is	published.	All	the	articles	are	written	for	and	by	students,	and	in	a	light	and	joyful	tone-of-voice.			The	target	group	of	the	article	is	younger	than	30,	who	would	appreciate	the	history	behind	the	campaign	that	they	have	probably	already	seen.	In	this	case	a	secondary	target	group	could	be	an	older	audience	whom	remembers	Simon	Spies	and	the	personality	that	he	was.		The	article	is	written	in	a	light-hearted	and	joyful	tone,	and	this	along	with	the	lack	of	academic	language,	is	one	of	the	ways	that	article	is	supposed	to	be	appealing	for	the	target	group.	The	article	furthermore	focuses	on	the	history	and	the	campaign	itself	rather	than	the	academic	results	in	project	whom	it	refers	to,	which	is	done	to	make	the	article	entertaining	for	the	reader.	The	article	is	to	be	published	in	RUSK,	Roskilde	University’s	student	magazine,	which	is	a	magazine	read	by	students	in	their	spare	time,	which	is	why	it	is	important	the	message	and	the	discussion	touched	upon	in	the	article	isn’t	too	thorough,	as	the	magazines	and	it’s	articles	is	suppose	to	be	a	type	of	entertainment	for	the	students	who	reads	it.			The	title	of	the	article	is	suppose	to	catch	the	target	groups	attention,	which	in	this	case	is	done	by	asking	the	question	“Is	the	spirit	of	Simon	Spies	still	alive?”	Spies	is	well-known	in	Denmark,	and	many	have	an	interest	in	knowing	about	Spies.	A	few	years	ago	a	movie	about	Spies	was	created,	and	it	was	a	success	in	cinemas	all	over	Denmark,	so	there	is	an	interest	in	topic.	By	making	the	title	a	question	not	much	about	the	content	is	revealed,	and	hopefully	this	appeals	to	target	group,	by	making	them	click	on	the	article	and	thereby	read	it.			 		The	article	consists	of	2.811	characters.		The	communication	plan	consists	of	1.852	characters					
